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Professional CD/DVD Turntable 


Imagine this; Your prospective client asks you what separates your experience 
from the other DJs they’ve interviewed. You explain that when they walk into 
their reception for the first time as husband and wife, their song will be playing 
and VIDEO footage of their first kiss will be projected on the screen... All from 
your rig. Seamlessly loop, change speed, scratch and mofe. Ypu're hired. 


For streaming video 


n*' ! if 


www.PjoneerDJ.com/DVJ1QD □ 
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Capture the momentl Record your 
nvK or event with the press of a button! 


Play all your music, drops & sound 
effects right from your mixer! ■ 


The whole nights music on one SO Card! 


Easy Play! Play MP3s from 
a Jump Drive or SD Card from 
the built-in USB! 
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AFFORDABLE 
S RELIABLE 
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From A Company \ 

You Can Trust! 


800 . 338 . 6337 / info^BmericanQiidio.iJfi Contact us today to get your ^QOS 
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SPOT 

Ultra-portable 
moving yoke spot 




Ultra-portable 
moving yoke wash 



High-energy beam 
effect for your 
dance floor 




Amazing centerpiece 
that will fill the 
biggest rooms 
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Great strip light for 
area wash or chasing 
runway effect 
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Make the party come 
“alive” with this 
double moonflower 
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Compact and 

lightweight moonflower 




Compact and 
lightweight scanning 
moonflower 









































Echoes 

E very so often, I dig out 
some old issues of Mobile 
Beat and look through them. I 
find it good to remind myself 
of where we have been and 
how far we have come in this 
era of mobile entertainment. 

It's interesting to see the 
names of music crazes, gear 
manufacturers and great 
contributors that have come 
and gone during the last 
decade and three-quarters. 

Yet, as they say, the more things 
change, the more they stay the same. Take 
for instance the news of impending doom 
for the DJ profession. In the September 1998 
issue (#47) that I just thumbed through, I 
found an article titled "Storm Clouds on the 
Horizon." In this case, former MB ad sales di¬ 
rector and current president of GMEA (Global 
Mobile Entertainers Assoc.) Art Bradlee was 
informing readers of a dangerous trend in 
which event hall managers were taking MC 
duties away from DJs, and thus threatening 
business. "Now, just as we are getting estab¬ 
lished as all-around, personable entertainers 
and MC/hosts, some party hall people are 
trying to send us back into the past-not to 
mention what it will do to our profit margin," 
wrote Art. 

Sound familiar? Fast-forward to today 
and you'll hear the echoes of this attempt 
to elbow out DJs in the new challenge of 
1Pod(r) weddings," where the DJ is replace by 
the cousin or little brother with the humun¬ 
gous but undanceable library of tunes on his 


iPod.The reason and 
the solution to both 
dilemmas would 
seem to be the same: 

DJs must take a look 
at themselves to see 
why people might 
consider them a liability to their events; and 
DJs must put the spotlight on what makes 
them truly indispensable to a successful 
party. Mobile entertainers have obviously 
not lost their jobs to banquet hall employees 
with no mic skills; we must make it clear that 
kid brother will also lack the necessary mas¬ 
tery of the mic, when the spectre of the iPod 
rears tiny little head. 

In his article, Art also mentions 
the"tinny"and "muffling" qualities of house 
PA systems as more reasons to let the DJ do 
the job. Now, we come to the special focus 
in this issue, and another key selling point: 

"DJ sound"over "house sound"-or even "best 
friend's stereo" sound, for that matter. Not 
only do DJs provide the performance skills 
that are essential to a party, we provide the 
best possible (in theory) portable sound sys¬ 
tem to carry music to the crowd. If this isn't 
the case with your setup, well then, make 
it so. Take some of the advice contained in 
these pages and you'll be sure to make a 
clear audio distinction between yourself and 
the iPod non-DJ, as well as setting yourself 
apart performance-wise. 

The bottom line (to borrow Mike 
Fernino's thought from his ADJA newsletter 
article on subwoofers contained inside- 
check it out!) is that you need a great PA 
system, operated correctly, in order to deliver 
those perfectly-chosen dance tunes and that 
well-crafted event host banter to the audi¬ 
ence. As always, MB is here to help you be 
the best you can bei 

Dan Walsh, Editor-in-Chief 
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AKG PHONES HELP Di RISE 

In a talent-packed city like Los Angeles, new DJs 
on the club scene have to bring something "extra"' 
to make it big. Ravi Jakhotia, known profession¬ 
ally as DJ Ravidrums, learned this lesson early 
and has risen to play some of the most coveted 
club gigs in the nation. Ravt moved into the lime¬ 
light by riding on the cutting edge, and his AKG 
K181 DJ headphones help him stay there. 

Ravi has a frenetic performance style that 
combines traditional DJing with intense live 
drumming. He helped pioneer the art of the live 
remix—serving crowds the songs they know and 
love in new and exciting ways. His innovative 
work has gained him entry to the hottest clubs 
and venues in the country (including the Playboy 
mansion), landed him a cameo in the movie 
Matrix Reloaded, and recently earned him a prime 
spot on the fox Super Bowl Kill Pre-Game Show, 

To execute his unique live performances, 
Ravi needs headphones that can handle the 
subtleties of both live instruments and recorded 
music/Lm very critical when it comes to head¬ 
phones "he says."It's something very personal 
because it's the sound you hear that puts you 
right there, in the moment." 

AKG's K181 DJ headphones work perfectly 
for Ravi because they were designed specifically 
to meet DJ requirements."! love the way these 
headphones reflect what's going on in my mix" 
he explains."With other headphones I've tried, 
you can't get that deep low end and all the highs. 


These give me all I need 
for everything IVe got 
going on. The sound is 
incredible!" 

AMERICANS 
INVADE UK 

American DJ {www. 
americandjxom) has 
continued its worldwide 
expansion with the 
opening of a sales/dis¬ 
tribution facility in 
the United Kingdom. 
Centrally located in 
Bolton, Lancashire, 
north of Manchester, 
the new operation will 
provide support to 
dealers and consumers 
throughout the UK. 

"We are proud to announce the launch¬ 
ing of our UK operation, which is another major 
milestone for our company and an indication 
of the worldwide strength of the American DJ 
brand," said Scott Davies, General Manager of the 
American DJ Group of Companies. "ADJ products 
are already known and well-accepted in the 
UK, and having a facility and staff to specifically 
service that market will only further increase our 
presence there." 

The UK operation is headed by Kris Dawber 
and Dave Swin, who have a combined total of 
more than 16 years in the lighting and sound 
industry. As a result of their experience, Dawber 
and Swin have a strong relationship with dealers 
and end-users in the UK, as well as familiarity with 
American DJ and American Audio products, 

"Being represented in the UK by two indi¬ 
viduals with the background and expertise of 
Kris and Dave will get our new operation off to a 
jump start," said Davies, Not only do they have an 
in-depth knowledge of ADJ products, but their 
first-hand experience with dealers and lighting 
users will enable them to provide an extremely 
high level of service to customers." 

Dawber, who started out on the installation 
side of the industry, has a great deal of hands-on 
experience with lighting and sound products 
himself. He designed and installed many bars, 
clubs and restaurants throughout the UK, before 
moving into sales and marketing. 

When the challenge arose with American 


DJ, it was an opportunity for me to put my wealth 
of experience Into making this a success in the 
UK" said Dawber.There is a real good feeling 
toward ADJ here, and I have already put together 
a great network of dealers throughout England, 
Ireland, Scotland and Wales" 

The American DJ name has high regard 
and recognition in the UK, agreed Swin, who has 
worked extensively as a road sales rep for light¬ 
ing products. Hearing that the whole range of 
ADJ products is now available in the UK has been 
great news to stores,"said Swin. We are able to 
offer all these excellent, reliable products at rea¬ 
sonable prices, and the response so far has been 
overwhelming," 

American DJ products are currently sold in 
more than 80 nations around the globe on every 
continent (except Antarctica!). 


STANTON BOARD APPOINTMENTS 

The Stanton Group (www.stantongroup.ws), 
a leading audio equipment company operat¬ 
ing Stanton Magnetics, Cerwin Vega!, and KRK 
Systems, has appointedtTim Dorwart and Mike 
Quandt to Stanton Group's Board of Directors. 

Rory Brooks, Chairman of the Board of 
Directors remarked, "We are extremely pleased 
with the recent additions of Mike and Tim to the 
Board.Their additional contributions will be in¬ 
valuable as the company continues to go through 
an exciting growth phase. On behalf of the Board, 

I wekomeTim and Mike and look forward to 
working with them in their expanded roles." 

Mr. Dorwart began his career as a profes¬ 
sional musician and followed that up with suc¬ 
cessful stints at Bose Corporation and DMX Music 
where he built up their sales, marketing and dis¬ 
tribution divisions and pioneered innovative sell¬ 
ing channels. With over 25 years of experience, 
Dorwart has managed the profit and loss results 
for major national/multi-national corporations as 
well as multi-million dollar capital, expense and 
revenue results, 

"I'm honored to join a group of individu¬ 
als who have played a pivotal role in developing 
three award winning brands," said Tim Dorwart, 
Stanton Group CEO. "I look forward to contribut¬ 
ing to the continued success of KRK Systems, 
Cerwin Vega! and Stanton DJ" 

Mr. Quandt was appointed to the posi¬ 
tion of President and COO in February 2007. 

Mike joined the Stanton Group as CFO in 2002 
and was responsible for overseeing the Groups 
administrative and financial operations and also 
held the title Senior Vice President of Operations. 
Quandt is a CPA with over 20 years of financial 
and operational management experience, includ¬ 
ing Vice President of Finance at AAR Landing Gear 
Services and held several senior level financial 
positions at Phelps Dodge Corporation. 

"I am excited by the challenges and op¬ 
portunities we face"said Mike Quandt, Stanton 
Group COO. "When you couple these challenges 
with the opportunity to work with a team of 
people we have at the Stanton Group, this is a 
truly unique and rewarding 
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...the latest addition to 
our family of MSR-Series 
powered speakers, delivers 
the ideal blend of power, 
performance, features, 
and portability. A newly 
designed Class D digits 
amplifier delivers 200W 
of clean, dynamic power 
via a high-performance 
10-inch cone woofer and 
1-inch titanium-dome 
compression driver that 
match up perfectly for 
smooth, uncolored 
response from 55Hz to 
20kNz. The big surprise 
is how lightweight and 
easy to handle a great 
sounding loudspeaker 
can be. And the price! 

See what we mean at 
your favorite Yamaha 
Live Sound dealer. 
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"or extra inpu! flexibility, ihe MSR250 features dual 
input channel^, each with its own low and high EQ 

controls and level control. The signals from the two 
inputs can be mixed through the MSfl250s. as well as 
the rear-panel output conneclor, allowing convenient 
linking to other speakers or audio devices for easy 
system expansion. 








Plug 8t Play PAs 


of portable, yet powerful PA systems with two 
new models, STAGEPAS 2S0M and STAGEPA5 
1 SOM. Like their highly praised counterparts, the 
STAGEPAS 500 and the STAGEPAS 300, the new 
models offer big, clear sound In a small package, 
along with numerous input options and easy-to- 
use operation. 

The STAGEPAS 250M and STAGESPAS 150M 



200 watts of clean, dynamic 
sound via a high-perfor¬ 
mance 10" woofer and a 1” 
titanium diaphragm compression driver designed 
for uncolored response from 55 Hz to 20 kHz, An 
asymmetrical cabinet design eliminates Internal 
standing waves, which can color the speaker's 
output and harm sound quality. 

The model is ideal as a PA speaker for small¬ 
er gigs or as an on-stage monitor. It's also perfect 
for schools, government institutions, hospitals, 
houses of worship and businesses that require 
amplified sound at gatherings and presentations, 
making it a great 
rental option to offer 
The sturdy, 
lightweight cabinet 
includes a three- 
input mixer, which 
eliminates the need 
for an external mix¬ 
ing board In small 
sound situations. 

Inputs, including 
XLR, 1/4" and RCA, 
plug Into the rear 
panel, which also 
offers a two-band EQ 
and line-out for easy 
system expansion. 

And for a 
complete PA solu¬ 
tion in one package, 

Yamaha also up¬ 
dated the versatile 
STAGEPAS series 


consist of a convenient, removable powered 
mixer and a speaker.The removable mixer can be 
placed in an accessible spot during gigs, allow¬ 
ing for easy sound tweaking. It includes twice as 
many microphone Inputs as comparable compact 
PA systems on the market, along with more watts 
and less weight. 

In addition, a Stereo Link Out jack lets us¬ 
ers connect to external amplifiers or powered 
loudspeakers and balanced ST SUB OUT lines 
link to a main mixer or recording device. Click 
Assign switches let performers listen to a click 
track through headphones or a monitor without 
intruding on the main mix, providing an excellent 
practice took 

The STAGEPAS 250IVl's detachable powered 
mixer comes with 10 channels and pumps out 
250 watts of power. Line outputs let users con¬ 
nect with additional powered speakers or send 
the signal to a main mixer or recording device. 
Other features include phantom power for con¬ 
denser microphones, EQ and reverb, along with 
built-in compression/limiting controls, which 
helps tame unruly vocals and contributes to 
improved overall sound.The two-way, full-range 
speaker contains a 10-inch woofer and a one-inch 
titanium tweeter. 

The STAGEPAS 1 SOW also has a two-way 
loudspeaker and an S-channel, 150-watt powered 
mixer, which includes built-in EQ and reverb. 

Line outputs are available to connect to external 
amps, mixers and recording devices, 
w w w^yam ah a*co m/proaud io. 


Yamaha's MSR series of powered speakers 

delivers clear sound quality in a convenient pack¬ 
age. At Summer NAMM 2008, Yamaha introduced 
the lightweight and simple-to-use MSR250 —just 
plug in a microphone or other input and it's ready 
to go. Perfect for a 
variety of portable 


applications, the 
MSR250 delivers 





Single-Minded Mixing 


The Cortex MIX-R1 U single-rack-space mixer is 

ideal for nightclub and bar installations, as well as 
mobile disc jockey use. Equipped with two ste¬ 
reo channels, each with a 2-band EQ, adjustable 
gain, front mounted XLR microphone input with 
auto-talkover that protects against microphone 
feedback, a high-performance 45mm crossfader 
and balanced XLR outputs for pro installs, the 
MiX-RlU compact yet versatile. It features: a steel 
chassis; 2 convertible phono/line channels; 5-seg- 
ment bright LEDs on each channel; cue rotary 
and adjustable cue volume; separate cue buttons 
for each channel; and a record output. 
www,cortex-proxom 



Switch-Hitter Comes to the Plate 


How many times have you reached for a cable 
only to find it has the wrong XLR connector on 
the other end? In direct response to high profes¬ 
sional and consumer demand, Neutrik, designer 
and manufacturer of the XX series XLR cable 
connector, introduced the world's first unisex 
3-pin XLR connector, ConvertCon*, at InfoComm 
2008. ConvertCon (NC3FM-C) Is a new 3-pin 
male and female cable connector in a single 
housing. ConvertCon is also available with black 
chrome housing and gold contacts {NC3FM-C-B). 
By simply sliding the housing back and forth, 
ConvertCon is transformed from a male to female 
connector. This new male/female cable end XLR 
allows for use of one connector, as it can mate 
with either a male or female 3-pin XLR. 

ConvertCon shares some of the features 
and benefits of Neutrik's best-selling XLR XX 
series. ConvertCon also features an improved 
chuck-type strain relief that provides higher pull¬ 
out force and makes assembly easier and faster. 
ConvertCon's rugged zinc die cast shell ensures a 
long lasting and dependable connection, while 
its sleek and ergonomic design makes It conve¬ 
nient and easy to handle. 

Neutrik manufactures a wide array of XLR 
connectors and receptacles, jacks and plugs, 
speaker connectors and accessories for the pro¬ 
fessional audio industry. Neutrik USA is located at 
195 Lehigh Avenue, Lakewood, NJ 08701. 
www.neutrik.com 
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The Answer. 


what's the right amp for my loudspeakers? 

Which amp can fully power and protect my speakers at the same time? 

Is there an amplifier with all the connectors I nee 

How can I get real QSC quality and performance on my budget? 

what amp will power my rig without all the weight? 

What's the easiest way to dnve a subwoofer and tops a 


For the answer to YOUR question, visit www.qscaudio.com 




Passionate About Sound 


200/ QSC Aud o ProcLicQ, LLC. QSC a -: the CSC =r 
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X*Treme LED Action 

American DJ has added a scanner and a color spot to its revolutionary X- 
LED Series of 20W LED-powered mobile DJ/club effects.The company's new 
X-Scan LED and X-Color LED produce dazzling gobo patterns and colored 
beams just like a traditional 250-watt lighting effect, however instead of a 
halogen or discharge lamp, they are powered by an energy-efficient, mega- 
bright 20W white LED light source. 

in using an LED source as a hard edge beam, the X-Scan LED and X- 
Color LED join the first member of American DJ's X-LED Series, the X-Move 
LED, as part of a major breakthrough in LED technology; American DJ has 
developed an LED source powerful enough to serve as a primary light 
source.The units each feature a single 20W white LED that shines a powerful 
beam through gobo wheels and/or color wheels to project razor-sharp im¬ 
ages across floors, walls and ceilings. The effects they produce are virtually 
indistinguishable from what you get from conventional halogen scanners 
and color spots. 

The X-Scan LED functions like a regular scanner with X/Y mirror move¬ 
ment. It has separate color and gobo wheels, with 8 colors plus white and 8 
rotating gobos plus spot, so users can create a wide variety of exciting visu¬ 
als on the dance floor. Or, they can let it run on built-in programs. Other cool 
features include a gobo shake effect and a strobe effect in every color With 
its 1 3“ beam angle, the X-Scan LED is capable of wide, sweeping room cov¬ 
erage and is well suited for small clubs and rooms with low ceilings. It uses 
high-quality stepper motors to make smooth, fast, fluid movements. 

The X-Color LED is a more basic, stationary color spot fixture with 8 
brilliant colors plus white, strobe effect and manual focusing lens. 

The 6-channel X-Scan LED and 3-channel X-Color LED are completely 
DMX-compatible and can be operated via a standard DMX controller.They 
can be run as stand-alone units while in Sound Active mode, and multiple 
units can be linked together Master-Slave. A 4-button menu system LED 
display makes programming easy.They are also compatible with American 
DJ's UC3 universal remote controller. 

The X-Scan also offers a unique Pan/Tilt Inversion mode. When four 
units are running together Master-Slave, units 1 and 3 will automatically 
sync up, while units 2 and 4 move together in the opposite direction—in 
an exact mirror image of the other two—giving the appearance of a more 
sophisticated, DMX-type light show, www.americandj.com 


Just in Case 


Two new cased audio systems are available from Coiorado Sound IM' 
Light, the experts in combining and protecting audio gear. The CSL-4500 
is for users of the Denon DN-D4500 digital control system, providing the 
most compact setup possible. It provides protection for the Denon unit, 
and other hard drives and gear, all in an ergonomically correct perfor¬ 
mance configuration.The Mini Sport 2x4U is an even more compact 
digital DJ solution with room for a standard controller-player combination 
along with a small rackmounted mixer. It also stores your laptop for safe 
transport. www.csnLcom 



Party in a Box 

Colorado Sound N' Light is well known among mobile entertainers as the 
place to turn for pre-configured solutions for lighting and video, as well as 
audio. The Party Box Series is a perfect example of how CSL does the work 
for you^—of combining pieces of gear that work well together. Party Box 
LED I includes an American DJ Starball LED (mirrorball effect), ColorPalette 
with audio sync and a CSL 4 channel wireless remote control system.Two 
rear AC outlets are included for addtional effects, with mounting hardware 
on the top of the case, Party Box LED II includes the new American DJ 
Quad Gem and a ColorPalette with audio sync, while. Party Box LED V 
includes a 4-channel LED ColorPalette with audio sync, an American DJ 
Sunray or Starball LED, 2 Chauvet LX5 LED moonflowers, and a CSL 4-chan- 
nel wireless remote control system. A rear AC outlet for additional effects, 
and mounting points on left and right bottom are also featured. All of these 
packages are protected by hardshell roadcases. www.csnLcom 
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TURNTABLE VOLUTION 



The Numark TT combines legendary Numark turntable performance, USB connectivity and the 
convenience of the iPcxj, making it easier than ever to bring your entire vinyl collection into the digital 
age. Transfer your tracks directly to your iPod or move them to your computer via USB, where the 
included software will let you clean up your recordings and automatically name your tracks for you. 
Line-level output allows quick, easy connection to any mixer or sound system for instant playback from 
your iPod or vinyl, and pitch control is included to enable adjustment of playback speed. 

The Numark TTi. The ultimate vinyl conversion system. 


www.numark.com 
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GET INTO (THE) GROOVE 

Gemini makes their first foray into the DJ soft¬ 
ware arena with the upcoming release of Groove 
Professional PC Mixing Software* Groove is 
designed to provide a complete, easy-to-use and 
reliable digital mixing solution that offers total 
live performance at an affordable price. Ideal 
for pro DJs as well as bar and restaurant installa¬ 



tions, dancing schools, radio stations and other 
entertainment centers, Groove easily enables the 
user to professionally mix, organize and navigate 
through MP3, WMA, OGG Vorbis and WAV files to 
create playlists, complex mixes and flexible back¬ 
ground music. 

Within an intuitive and striking visual inter¬ 
face, Groove provides an integrated mixer and a 
myriad of features the pros need and want, plus 
the added bonus of a high quality mix session 
recorder, giving you the possibility to record your 
personalized mixes. 


AUDIX USB MIC 

For recording music, meetings, podcasting, live 


chat, dictation, archiving 
and more, Audix has in¬ 
troduced the US612 plug- 
and-play USB micro¬ 
phone, which promises 
you studio-quality sound 
For your computer without 
any additional software, A 
stylish low profile desktop 
gooseneck microphone, it 
features a 12mm modular 
threaded capsule for pin¬ 
point accuracy. It supports 
44,1 k and 48k sample 
rates for both PC and Mac 
platforms. Other features 
of the USB12 include a 
membrane switch for 
"steady on” or "momentary 
on/a heavy duty base for 
stability, a headphone jack 
for real-time monitoring 
and a bass rolFoff filter 
to help reduce unwanted 
room noise or boominess. For more information, 
go to www.audixusa.com. 



A NEW MEGASEG 

Fidelity Media has upgraded MegaSeg from 
4.0 to 4*5. This update to the DJ mixer and music 
automation system for Mac adds over 40 im¬ 
provements and fixes, including support for Mac 
OS X Leopard 10.5.3, improved compatibility with 
multiple audio output devices, new MIDI control 
functions and presets, drag-n-drop from iTunes, 
AppleScript support, compatibility with the 
Apple Remote, a new day view for event schedul¬ 
ing, and more. A complete list of changes can be 



found at www.megaseg.com/verston.htmL 

Available for instant download, the up¬ 
date is free to 4.0 users, while owners of older 
versions can upgrade for $79 (US). MegaSeg 
4.5, purchased new, carries a suggested retail 
price of $249. MegaSeg supports all PowerPC 
and Intel-based systems running Mac OS X 
10.3 or higher, with a 600 MHz or faster pro¬ 
cessor, and a minimum of 512 MB of RAM. 

MegaSeg is a professional DJ audio/ 
video mixing, automation, and scheduling 
system which benefits from the ease, mobility, 
and reliability of Mac computers. MegaSeg 
enables seamless segue or beat mix transi¬ 
tions between songs or music videos, with the 
added ability to trigger sound effects via hot 


keys, cue tracks on a second output, create 
dynamic scheduled playlists, and program au¬ 
tomated events. MegaSeg is compatible with 
your iTunes music library and playlists, includ¬ 
ing songs purchased from the iTunes Store. 


BIG & SPEEDY 

Other World Computing (OWC) has unveiled 
what they say is the highest capacity 7200RPM 
portable bus-powered storage solution on the 

market: 
the 

Mercury 
On- 

The-Go 
320G6.lt 

boasts 3.5" 
desktop 
hard drive 
perfor¬ 
mance in 
a 2.5"solu“ 
tion. And 
at 320GB, 
it provides 
a 60% 
higher 

capacity than any other 7200RPM 2.5"competitor, 
according to OWC. Models are available with USB 
2.0, USB 2.0-FeSATA, FireWire 400+USB 2.0, and 
FireWire 800/400+USB 2.0 interfaces. The series 
features the latest Hitachi 7K320 mechanism 
combined with OWC's custom bridge interfaces 
to provide a high-performance portable storage 
solution. For more information, see http://eshop. 
macsales.com/shop/firewire/on-the-go. 



TORQ TUTORIAL 

Torq Xponent is a cutting-edge DJ performance 
system from M-Audio that combines hardware 
control with fully integrated Torq DJ software. 

On HowAudio,com's latest tutorial, Torq with 
Xponent, you can join electronic musician, re¬ 
cording artist and DJ Steve Nalepa as he demon¬ 
strates how to make the leap to digital DJTng with 
the Torq Xponent system. Topics Include an over¬ 
view, Auto 
BPM Mapping, 
Built in FX, 
MIDI Mapping, 
VST Effects, 
Sampler 
Overview, 

Sync Feature, 
External 
Control, Line 
Input, Mixer 
Overview, 
Cueing, 

Mixing, Quick 
Scratching, 
and Function 
Shortcuts. 

Running time is 2 hrs. 5 min. It's available on DVD 
($24.95) or as part of FlowAudio's membership 
packages ($199/annually or $19/monthly), which 
include access to the HA's entire tutorial library. 
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Pint-Sized 

Power 

The Vestax VDA-1000 Digital 
Power Amplifier pumps up 
your computer’s PA system 

By Marty DeBergi 

S o you've made the switch 
from your trusty CDs to 
the uncertain world of 
computer DJing. You've also made 
the change from lugging heavy 
music cases and racks around to 
carrying in your computer and 
drives and simply plugging in. 
Wouldn't you also want to lighten 
your load in the PA department? 


Vestax's new VDA-1000 is a digital amplifier 
designed specifically with the conriputer jock in 
mind. Weighing in at a feather-light 6,8 pounds 
for 10OOW of peak output, the VDA-1000 lends 
itself directly to the digital movement with ad¬ 
equate power yet also the extreme portability 
needed for today's on-the-go DJ. 

WELL CONNECTED 

The VDA-1000 boasts a very compact design aug¬ 
mented by a carrying handle situated on top of 
its casing. For inputs, audio via RCA, USB (both on 
front), 1M"", or XLR connections can be received in 
either a stereo or bridged-mono format (seiect- 
abie by push-button). A unique feature for a smaii 
amplifier (smaii in stature, that is) is the inclusion 
of dual SpeakonB outputs for 2 separate stereo 
connections (bridged, 4 total). Actual output can 
be read by a full LED VU meter on the front of 
the box and can be controlled to 100,300, or 500 
watts per channel (2 channels, left/rights) and 
a master gain knob that you can actually reach 
easily in the dark. 

TIGHTLY PACKED 

A very nice characteristic of digital amplifiers is 
their lower heat dissipation, when compared to 
standard analog units.This means that there is 
less likely to be downtime due to overdriving 
your amp. Digital amps are also lighter, which 
allows, in this case, for 1OOOW at 6.8 pounds in an 


8"x 12" shell.Thus, the ultimate In PA portability: 
the VDA-1000's ability to be carried in my gig-bag 
along with my backup laptop. 

ROADWORTHY 

OFor a few recent smaller events, I brought the 
little powerhouse along to what would turn out 
to be very hot, humid venues, What I found was a 
nice rich sound that was uncompromising In the 
humid conditions. At these events conventional 
amplifiers might have had trouble with heat 
distortion, but the VDA-1000 sounded as clean 
and clear at the end of the evening as it did at the 
beginning. 

I could see, however, a tendency for the 
amp to get tossed around in a road case or gig 
bag due to its petiteness and ability to be heard 
but not necessarily seen. Extra care would have 
to be taken with such an amp If on the road full 
time, because mistreatment of amplifiers turns 
into lower expected dependability due to misuse. 

After a few events, I saw clearly how well the 
VDA-1000 fulfills a growing need...for a great¬ 
sounding, easy-lifting 1 OOOW amplifier that is 
perfect for the mobile digital DJ. It has the multiple 
connection features that a DJ performing in diverse 
venues and for a variety of events would want, 
with the power and portability needed by a weekly 
wedding Jock. With this amp, small DJ systems can 
go digital in a big way. www.vestax.com 
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RAVING 

ABOUT RAV4 

compact cut qualified 
mobile performer 

By Anthony B. Barthel 

J ust over a decade ago, Toyota 
showed the world a new kind 
I of SUV that was based on their 
elica, and was smaller than what 
we normally expect from an SUV. 
While the competition laughed, 
customers lined up and the 
Recreational Activity Vehicle (RAV) 
was born. Now a decade and two 
makeovers later, the newest RAV4 
should generate even longer lines 
at Toyota dealers with its available 
V6 engine and third-row seating. 

In 2006 RAV4 became longer by over 14 inches, 
with corresponding growth in other areas as weil. 
The new look inside and out helped the RAV4 
gain a bigger audience than before. What's more, 
there was a first-ever V6 avaiiable thatToyota 
ciaimed would propel the RAV4 to 60 miles per 
hour in under seven seconds.That's quick. 


WHArS HOT 

To thoroughly test the RAV4 ,1 was able to take 
a V6 Limited model with all-wheel-drive from 
Los Angeles to Las Vegas. (You guessed it—I was 
heading to the Mobile Beat DJ Show.) One of the 
most amazing things about the trip was that both 
going and returning there was almost no traffic 
whatsoever, I realize that that sounds like a fairy 
tale, but it's not. Essentially I got in the RAV4 in LA 
and motored about half-way to Vegas with the 
cruise control set, stopping once along the way 
to refuel. 

Inside, the RAV4 was a good travel compan¬ 
ion; I was fortunate to have the top-of-the-line 
Limited model which featured things like leather 
upholstery, dual-zone climate control and even 
a DVD entertainment system for rear-seat pas¬ 
sengers, We used that to listen to a Carlos Mencia 
DVD—funny stuff. 

Up front, the new instrument panel bore 
some similarity to the previous-generation RAV4 
but also incorporated two storage compartments 
on the passenger side: one for smaller items like 
DVDs or your back-up iPod*, and a second, more 
traditional glove box. Everybody who sat in the 
passenger seat appreciated the mechanism on 
the smaller top compartment with its push to 
open, push to close cool factor. 

LOADING UP 

To test Toyota's claim that the new RAV4 offered 
a larger-feeling cabin with more legroom all 
around, t enlisted to six-foot-tall-plus individuals 
to sit in line, front and back. Both were comfort¬ 
able. That's a big deal when you realize we're 
talking about a vehicle that isn't that large overall. 
Along with the long-legged passengers, the RAV4 
swallowed up a large amount of cargo without a 
problem. 

You could easily get a decently sized DJ 
system into the RAV4, but there wasn't a lot of 


room for back-up gear. A small rack system and 
four speakers, plus your "wheels" and a few boxes 
of cables, or maybe a few lights, and you're full. 
But that might be enough for many DJs. And 
many who live where winter comes to visit might 
appreciate the availability of all-wheel-drive for 
getting both gear and DJ to the gig in one piece. 

FLEXIBLE FLIER 

There was a lot to like about the RAV4: a com¬ 
fortable and stylish interior; surprisingly good 
performance with the powerful V6 adding a new 
fun-to-drive factor; and room for lots of stuff and 
large people. The only two nits to pick were that 
it seemed that refueling was frequent with a 15,9- 
gallon fuel tank and I wish Toyota would hinge 
the rear door so you could access cargo from the 
curbside as they did with the FJ Cruiser, Other 
than that, I still think that this is one of the most 
ideal options available for city folk who want a 
practical, flexible vehicle. 


Join Anthony Barthei on the Curbside at wwwxurbsidexv 
for car show schedules, automotive discussions, a photo 
gallery and more. 




* Base Price: $22,900 

♦ Engine: 3.5-liter DOHC 24-vafve 
SFI Dual VVT-i V6 



* Ultra Low Emission Vehicle (ULEV-11) 

* 5-speed electronically controlled au¬ 
tomatic overdrive (ECT) 

* Unitized body construction 

* Electronic On-Demand 4-wheel drive 
(4WD) 
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You need DJPower, 
the originators of MP3 
mixing. Mix like your 
existing mixer, plus 
alot more. 


Don't settle for less. 
Meet all your needs 

in one box. 
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By Jay Maxwell 



E ven after fifteen years of 
full-time college teaching, 
the first day of class holds 
a certain level of excitement for 
me as I enter the room for those 
initial moments. Though there 
might be some students who have 
had me for a difference class in a 
previous semester (and a few who 
are taking me again for the same 
class], for the most part, it will be 
during those initial clicks of the 
clock when I first step into the 
room that their impression of me 
will be formed. 


There are many c 
DJ to use In makinc 
with the crowd, ic 
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going to be a fun event 


In a recent management class that only had 
ten students, I shocked them with my entrance. 
Instead of the traditional formalities, where a 
professor introduces himself as Professor Smith or 
Dr, Jones from behind the podium, I went to each 
student individually and shook hands and intro¬ 
duced myself using my first name only. The rea¬ 
son for my unique approach was to break down 
any artificial barriers that might come between 
the students the instructor and inhibit learning. 
My desire was to create a connection, instead of a 
barrier, between the students and me,The policy 
that 1 set was that even though I was their man¬ 
ager (teacher) for the next few weeks, I respected 
them as my equals and my request was that they 
call me by my first name. The first impression was 
made before I handed out the syllabus for the 


course. It is the syllabus that actually tells what 
the course is all about—how many chapters will 
be covered, how many tests given, and whether 
a paper and presentation will be required—but 
what I was all about had already been laid out 
within the first few minutes of class. The connec¬ 
tion between the facilitator (the teacher) and the 
students had been established, 

PARTY PRELUDES 

Likewise, at an event, a connection needs to be 
made as soon as possible between the facilitator 
(the disc jockey) and the crowd. Naturally, a brid¬ 
al couple and their guests or those at a corporate 
function are expecting to spend a considerable 
amount of time on the dance floor once the 
party begins. Prior to that time though, what will 


form their first impression for the mood of the 
event? It's rare that at any event where a meal is 
a large part of the event that dance music will 
begin immediately. Instead, some other form of 
music will paint a picture of sound and should fill 
the hall with uplifting melodies. There are many 
choices for the DJ to use in making the connec¬ 
tion with the crowd, to say that it's going to be a 
fun event. Even though you should ask the bride 
and groom or the corporate event coordinator 
what they prefer to be played, they will typically 
ask you for suggestions, Many categories of mu¬ 
sic can be offered that are appropriate, but two 
currently seem to be extremely popular: Modern 
Rock and American Songbook. 

For the past several years, most of our 
brides have asked for a large mix of American 



MODERN ROCK 



SONG TITLE 

ARTIST 

1 

BEHER TOGETHER 

JACK JOHNSON 

2 

PUT YOUR RECORDS ON 

CORINNE BAILEY RAE 

3 

YOU'RE THE WORLD TO ME 

DAVID GRAY 

4 

STAY (WASTING TIME) 

DAVE MATTHEWS BAND 

5 

BY MY SIDE 

BEN HARPER 

6 

BUBBLY 

COLBIE CAILLAT 

7 

SAVE ROOM 

JOHN LEGEND 

8 

THANK YOU 

DIDO 


AMERICAN SONGBOOK 



SONG TITLE 

ARTIST 

1 

WAY YOU LOOK TONIGHT 

FRANK SINATRA 

2 

SiniN’ ON TOP OE THE WORLD 

DEAN MARTIN 

3 

LOVE IS HERE TO STAY 

FITZGERALD/ARMSTRONG 

4 

L-O-V-E 

NAT KING COLE 

5 

COME ELY WITH ME 

FRANK SINATRA 

6 

EVERYTHING 

MICHAEL BUBLE 

7 

LET’S DO IT {LET’S FALL IN LOVE) 

BILLIE HOLIDAY 

8 

TOO MARVELOUS FOR WORDS 

ELLA FITZGERALD 
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VERSION 4.5 NOW AVAILABLE 


Simplicity and Flexibility, mixed with Power. 
Built for Mac. Compatible with the iTunes Store 

megaseg.com/mb 
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9 

1 GET A KICK OUT OF YOU 

FRANK SINATRA 

10 

S’ WONDERFUL 

DIANA KRALL 

11 

MOONDANCE 

MICHAEL BUBLE 

12 

YOU’RE NOBODY TIL SOMEBODY LOVES YOU 

DEAN MARTIN 

13 

ALMOST LIKE BEING IN LOVE 

NAT KING COLE 

14 

FLY ME TO THE MOON 

FRANK SINATRA 

15 

YOU ARE MY SUNSHINE 

RAY CHARLES 

16 

JUST IN TIME 

TONY BENNETT 

17 

FOR ONCE IN MY LIFE 

MICHAEL BUBLE 

18 

I’VE GOT YOU UNDER MY SKIN 

FRANK SINATRA 

19 

LOVE IS THE TENDER TRAP 

SAMMY DAVIS JR, 

20 

SOMETHING’S GOHA GIVE 

ELLA FIRZGERALD 

21 

AIN T THAT A KICK IN THE HEAD 

DEAN MARTIN 

22 

YOU MAKE ME FEEL SO YOUNG 

FRANK SINATRA 

23 

FEVER 

MICHAEL BUBLE 

24 

STEPPIN' OUT WITH MY BABY 

TONY BENNETT 

25 

I'VE GOT THE WORLD ON A STRING 

FRANK SINATRA 

26 

HOORAY FOR LOVE 

ELLA FITZGERALD 

27 

LET THERE BE LOVE 

NAT KING COLE 

28 

1 COULD WRITE A BOOK 

HARRY CONNICK JR. 

29 

1 ONLY HAVE EYES FOR YOU 

ELLA FITZGERALD 

30 

YOU ARE THE SUNSHINE OF MY LIFE 

FRANK SINATRA 

31 

BEST IS YET TO COME 

MICHAEL BUBLE 

32 

TAKING A CHANCE ON LOVE 

JANE MONHEIT 

33 

I’VE GOT MY LOVE TO KEEP ME WARM 

ELLA FITZGERALD 

34 

IT TAKES TWO TO TANGO 

LOUIS ARMSTRONG 

35 

YOU’D BE SO NICE TO COME HOME TO 

NANCY WILSON 

36 

TRUE LOVE 

DEAN MARTIN 

37 

1 CAN’T BELIEVE YOU'RE IN LOVE WITH ME 

BILLIE HOLIDAY 

38 

EXACTLY LIKE YOU 

BING CROSBY 

39 

1 CAN’T GIVE YOU ANYTHING BUT LOVE 

SARAH VAUGHAN 

40 

FROM THIS MOMENT ON 

ELLA FIRZGERALD 


9 

INTO THE NIGHT 

SANTANA / CHAD KROEGER 

10 

SUPER DUPER LOVE 

JOSS STONE 

11 

UPSIDE DOWN 

JACK JOHNSON 

12 

WAY 1 AM 

INGRID MICHAELSON 

13 

HEY THERE DELILAH 

PLAIN WHITE T’S 

14 

LOST WITHOUT U 

ROBIN THICKE 

15 

POCKETFUL OF SUNSHINE 

NATASHA BED ING FIELD 

16 

WHERE ARE YOU GOING 

DAVE MATTHEWS BAND 

17 

STEAL MY KISSES 

BEN HARPER 

18 

PURIFY ME 

INDIE ARIE 

19 

STRANGERS IN THE NIGHT 

CAKE 

20 

BANANA PANCAKES 

JACK JOHNSON 

21 

DAUGHTERS 

JOHN MAYER 

22 

KIND & GENEROUS 

NATALIE MERCHANT 

23 

WHEN THE SUN GOES DOWN 

UNCLE KRACKER 

24 

BLEEDING LOVE 

LEONA LEWIS 

25 

GOLD TO ME 

BEN HARPER 

26 

SOME KIND OF WONDERFUL 

JOSS STONE 

27 

DO YOU REMEMBER 

JACK JOHNSON 

28 

ONE 1 LOVE 

DAVID GRAY 

29 

HERE WITH ME 

DIDO 

30 

DREAMGIRL 

DAVE MATTHEWS BAND 

31 

I’D LIKE TO 

CO RINNE BAILEY RAE 

32 

IF THERE’S LOVE 

CITIZEN COPE 

33 

SUN COMES UP 

JOHN LEGEND 

34 

LOVING YOU 

PAOLO NUTINI 

35 

LOVE LIKE THIS 

NATASHA BEDINGFIELD 

36 

LOVE OF MY LIFE 

SANTANA / DAVE MAnHEWS 

37 

NEVER KNOW 

JACK JOHNSON 

38 

FIRST DAY OF MY LIFE 

BRIGHT EYES 

39 

GREEN EYES 

COLDPLAY 

40 

LOVE SONG 

311 


The fists above fepreseat songs from two distinct genres: Modern Rock and American Songbook. Vyese are two of the mo5r frequeritly requested styles of music brides ask for during the first 
hour of their wedding reception. Both fists have something in common: they contain uplifting songs, typically about love and romance. The tunes are catchy and the lyrics are meaningful. 
Setting the right mood as 50 on as the first guest walks into the room is as important as knowing what to play during the dance portion of the event 


Songbook, including love songs by Frank Sinatra, 
Dean Martin, Ella Fitzgerald, Louis Armstrong, Nat 
King Cole and others.These artists created their 
music several generations ago, but the songs still 
sound fresh, even to a younger audience. Artists 
like Michael Buble, Diana Krall and Harry Connick 
Jr, have taken many of the classic songs from the 
1940s and 1950s and added their own unique 
qualities to help revive these standards of yester¬ 
day and give the songs a fresh feel. Often a good 
helping of "lively" or "urban''jazz is mixed in as 
well, with well known artists like George Benson 
(Breezin*), Grover Washington Jr. (Mr. Magic), 

David Sanborn (The Dream), Lee Ritenour (Early 
AM. Attitude) and Earl Klugh (Magicin Your Eyes). 
By supplementing songs by these jazz artists 
and others with the American Songbook, there 
should be no doubt that a classy yet upbeat 
event is in store for the evening. 

ROCKING CAREFULLY 

A newer trend among wedding couples is the 
requesting of more contemporary hits for the 
opening music—"romantic"Top 40 hits by artists 
like Jack Johnson, Dave Matthews, David Gray, 
Joss Stone, and Ben Harper. These artists and the 
others on this issue's list dish out some smooth 
helpings of toe-tapping love jams. At times a 


bride will simply request the artist and will leave 
the particular song selections up to us. However, 
there are times when she will select some of her 
favorite tunes and create a list for us. 

What is interesting about most lists that 
brides in particular create is how inappropri¬ 
ate some of the songs are for the reception, if 
one actually listens to the lyrics- For example, 
U2's song “The Sweetest Thing" is a great song 
musically and the catchy lyric of "oh, oh, oh, the 
sweetest thing"is what everyone hears. But the 
song is actually about a lost love. Alt the other 
lyrics like,"I'm losing you" "I got black eyes"and 
"I wanted to run but you made me crawl"clearly 
indicate that this song wasn't written to be 
played at a wedding event. At many a wedding, 

I must confess that"What Would You Say,"one of 
my favorite Dave Matthews hits, floated from my 
speakers. However, after looking at the lyrics and 
seeing "fleas and ticks everywhere" and "I was 
there when the bear ate his head" I questioned 
my judgment and have taken that one off my list 
of songs to set the mood before a couple begins 
their festivities. 

These genres are by no means are the only 
ones that get requested by our clients. Instead 
of modern rock, some couples want reggae mu¬ 
sic, beach music, or country love songs. During 


the holiday season, we often get requests for 
Christmas music to fill the social hour bill. Many 
people also prefer music that falls in the time gap 
between the American Songbook period and 
Modern Rock, including artists like Van Morrison, 
James Taylor, Chicago and Jimmy Buffett. 

Regardless of what era or style of music that 
you play to set that first impression, remember 
two things. First, the music should be relatively 
light but lively, and the lyrics should be appropri¬ 
ate for the occasion; obviously, for a wedding 
reception it should be romanttc.The second and 
final thing to remember is that you should be 
sure to read the crowd and know when to change 
the music from background to dance music, be¬ 
fore someone yells to you, "Play Something We 
Can Dance Tol " 

Mobile Beat's resident musicologist since 1992 (in every issue 
since #1 IT-lay Maxwell rt/n^ the multhunit, multi-tafent 
entertainment company Jay Maxwell's Music by Request, LLQ 
in Charleston, SC He is also a professor of Mathematics and 
Business at Charleston Southern University. His passion for 
detail and continuous research of clients'requests can be found 
nor only in this column, but also in his annually updated music 
guide. Play Something We Can Dance To. 
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stah of the karaoke nahon 

It’s a roller coaster ride, but the big sing-along continues 

By Ron Ralph 


K araoke has been a mainstay 
for bars, nightclubs, 
private parties and 
other special events since 
the 1980s. At one point 
it seemed like karaoke 
was availabie at nearly 
every nightspot in 
Anytown, USA. But 
iateiy, it seems like 
the Karaoke flame 
is dimming. So what 
in the world is going 
on in the Karaoke 
Nation? 

MUSICAL MIGRATION 

According to Toni Roberts, a represen¬ 
tative fronn Chartbuster Karaoke, there 
are many changes going on in the karaoke 
industry. With record sales of karaoke play¬ 
ers for home use, the bulk CD+G purchases has 
clearly shifted from KJs to the end user at home. 

People are staying home and hosting their own parties 
rather than going to bars. 

With fewer people going out to sing, bar owners have resorted to al¬ 
ternative entertainment such as Bar Bingo, Texas Hold'Em, and video game 
competitions with games such as Rock Bond, Dance, Dance Revolution, and 
Guitar Hero. Some have gone back to having a live band 
or DJ, while some have added an "internet jukebox" 
rather than pay for outside entertainment 

Chartbuster has recognized the shift and is prepar¬ 
ing for the future. They are doing away with the 15-song 
instrumental Pop and Country Hits format and going to 
a 10+10 multiplex format.They are also releasing a One- 
Hit Wanders pack soon, and have completely upgraded 
their studios for the digital age. 

SHOW ME YOUR LICENSE 

There have been fewer CD+Gs produced lately because 
of copyright and licensing issues. According to Chris 
Emrie of Sound Choice, the old policy was "Record Now, 

License Later." However, that caused problems. Now 
manufacturers must apply for a license to record before 
the recording takes place. It could take up to 120 days or 
longer for approval from the record labels, which delays 
releases of CD+Gs. Sony has sued a number of manu¬ 


facturers for copyright infringements, causing a few 
karaoke labels to shut their doors for good. In 
the end, there may only be four or five kara¬ 
oke labels to choose from. 

ASSAULTON SALES 

Even with the rise in popularity of 
home-based karaoke, accord¬ 
ing to ProSing, Sound Choice, 
Chartbuster, and Ace Karaoke, 
sales of CD+Gs are down dras¬ 
tically from a few years ago. 
They all stated that illegal file 
sharing, bootlegging, illegally 
copied hard drives being sold 
on eBay, and pirated discs, 
along with the state of the 
economy, have all hurt the sales 
of karaoke CD+Gs.Their legal 
teams are shutting down illegal 
websites daily, but as soon as one 
is shut down, another pops up. 
Until these sites are shut down for 
good, sales will continue to drop. 
"With the decline In sales, it means 
less revenue for the manufacturers. With 
sluggish sales, it makes it hard to justify the 
cost of producing a CD+G, even with the proper 
licensing" laments Emrie. But, he says Sound Choice 
is here to stay and is preparing for changes just like other 
manufacturers. 

KARAOKE ROLLER COASTER 

i spoke With various DJs and KJs as I was gathering information to write this 

article. Some stated that karaoke has completely died 
out in their neck of the woods, while others reported 
that karaoke is as strong as ever. Some noted a shift 
from performing in bars to just offering karaoke at pri¬ 
vate events. Some KJs are still using CD+Gs, while some 
have gone completely digital. Some also observed that 
karaoke is more popular during the warmer months 
rather than the colder ones. 

There will still be many changes in store for kara¬ 
oke in the future; but I also feel that karaoke is here to 
stay. For those of us that offer it, we just need to hang on 
through the ups and downs—just like on your favorite 
rollercoaster ride! '.’IH 

Ron Ralph is the owner and operator of A DJ To Go in Pensacoia, 
with well over 15 years of experience as a mobite entertainer. He 
has performed at over 2,400 events. Ron served for 11 years in the 
US Army and also holds a BA in Elementary Education. Karaoke is a 
major component of his entertainment business. 
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Now DJs • or any music lover - 
can digitize their vinyl records at the 
touch of a button with American Audio's 
new TT Record. 

The TT Record converts old 33 and 45 RPM records 
into digital MP3 files and records them directly onto 
an SD card or USB memory stick. 
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While karaoke is as popular as ever p 

means major challenges 

By Mike "Dr. Frankenstand" Ryan 


Qin. 




K araoke finds itself in a 
difficult situation these 
days. The conundrum for 
KJs and manufacturers alike is how 
to keep offering an entertainment 
service that so many people 
enjoy, in the face of growing 
legal challenges and the digital 
revolution. Yet, despite the lack of 
an all-encompassing solution to 
the dilemma, karaoke's consistent 
draw seems as strong as ever. The 
following report looks at a few 
aspects of the karaoke crisis but 
also karaoke's enduring appeal. 

"KARAOKE KOPS" HANDCUFF INDUSTRYl 

Karaoke nightspots and their KJs are getting 
busted for playing illegal karaoke nnusic. Here's 
the proof: First up on a Google search for^'kara- 
oke lawsuits" finds the settlement of a court case 
against the Bull & Bear Pub in Hanover Square, 
Syracuse, NYJ The lawsuit was filed against the 
bar by the American Society of Composers, 
Authors and Publishers (ASCAP) for karaoke 
music copyright infringements. Td heard rumors 
of the so-called Karaoke Kops before, but this 
lawsuit confirms it. ASCAP hired a private inves¬ 
tigator to stake out the bar and to make a list 
of the karaoke songs he recognized. His report 
resulted in the lawsuit. The good news is the bar 
only had to pay $1,000 to cover licensing fees. 
Unfortunately, the pub also stopped holding 
karaoke nights. 

Ace Karaoke Marketing Specialist Marlsol 
Espino thinks it's a selfish situation:"Personally, 
it is very disappointing that music has gotten 
so 'owned.' I understand that many people con¬ 
tribute to the production of a track and they all 
deserve their share, but I still hope that there can 
be some sort of compromise so that people can 
enjoy singing their favorite songs at their local 
bar without having to look over their shoulders." 


Several KJs say they fear that eventually the 
only karaoke shows they will be able to do will 
be with oldies, since most of those songs (unfor¬ 
tunately for the artists) aren't subject to royalties 
and/or licensing fees.'^ 

BOTTOM-FEEDING FRENZY 

While researching this article I found that a lot of 
professional KJs are singing the blues. Because 
karaoke music is expensive (compared to regular 
CDs) illegal downloading continues to be a prob¬ 
lem. And that's a sour note for legal KJs trying 
to make a decent living. Eric Godfrey, owner of 
Starz Entertainment and President of the Phoenix 
Arizona ADJA chapter explains:"Today, for a very 
small investment, anyone can download a ton of 
songs on illegal sharir^g sites and start a low-qual¬ 
ity, no-talent karaoke show—sometimes for as 
little as tips and/or a beer tab. Bars are notorious 
for not caring about quality and they just feed 
the frenzy as they get cheaper and cheaper hosts, 
fail, go out of business, new owners take over, 
use new cheap karaoke, and the cycle repeats." 
Godfrey says these "hobbyist" karaoke "hosts" are 
killing the industry. 

HARD DRIVING KARAOKE ON THE 
DOWNLOAD 

Computer KJs may face DAs if they don't change 
their WAVs! Some of the bigger karaoke music 
companies are arguing, in court, that if you use 
a computer to play karaoke music instead of 
their original karaoke disc, then you are breaking 
the law. Shelby Wood, Business Affairs Director 
of Sound Choice explains in this recent press 
release:"Sound Choice has never given anyone 
the permission or licenses to download or copy 
any Sound Choice music to any type of hard 
drives for commercial use or any other type use 
because there is no licensing available for hard 
drives.The publishers will not extend licensing 
for hard drive products. It is illegal to copy music 
to a hard drive for commercial use. The Fair Use 
Act of 1992 provides for personal use only, not 
commercial. In other words. If a DJ or KJ has five 
rigs operating commercially, they should have 
five original sets of discs in use, not stored or on 
file, to operate legally."^ 

John Varga with The Karaoke Station, a kara- 
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oke store in Bedford Mights, OH confirms this. He 
says lawyers told him:"CD+Gs are copy-written 
to be used in that format only and that once you 
change the format of the music (upload or copy} 
then it becomes a copyright infringement" 

However, 1 stumbled upon a "visual"glim¬ 
mer of hope. !P Justice, an international civil 
liberties organization, has a different opinion: 
"While it seems at first blush that a karaoke CD+G 
would be considered a digital musical recording 
for purposes of copyright law, in fact, in the one 
case that has considered the question, the courts 
at both the district court and appellate court 
level determined that because of the display of 
the lyrics in conjunction with the music playing, 
a karaoke CD+G is an audiovisual work, not a 
sound recording" Additionally IP Justice states 
that "given the specific exceptions for digital 
music and software already in the copyright 
law, and the underlying positions reflected in 
those exceptions, it seems obvious that making 
a copy of a karaoke CD+G for backup, archive, 
or other personal uses should be considered a 
fair use of the copyrighted work embodied in 
the karaoke CD+G**.No court has held that KJs 
have fewer rights than other consumers to copy 


portunity to increase their capital. Look at Disney 
and Motown for instance; they bring out their 
own karaoke discs with music from the library 
they own, and they're doing great!" 

KARAOKE'S HEART AND SOUL 

Despite the legal rumblings, karaoke is still just 
about having fun! Even the people who can't 
carry a tune, like myself, stil! love to try to sing... 
that's part of the fun. And speaking of all the 
William Hungs out there, the American idol televi¬ 
sion phenomenon continues to have a positive 
impact on karaoke. 

"It's had a huge effect!"affirms Eric Godfrey. 
"Everyone out there wants to try to sing their fa¬ 
vorite songs and get their big break. Karaoke bars 
provide them the stage to practice and develop" 

George James of George James...Entertains, 
a DJ/KJ from San Diego and a great singer him¬ 
self, says karaoke is popular with all ages:"l have 
singers from kids to senior citizens that come to 
my shows. Solo singers are without a doubt the 
most common but duets are also very popular. 
You occasionally have someone singing and a 
bunch of his or her buddies Jump in and add to 
the fun. It all depends on the venue* Everybody is 



Illegal downloading continues to 
be a problem. And that’s a sour 
note for legal KJs trying to make a 
decent livinq. 



their CD+G discs onto a computer or other hard 
drive* Indeed, it is very much industry practice to 
make such copies for archival purposes, and also 
provide a larger selection of music to customers 
than could be transported on many CD+G discs, 
In today's digital world, the law would produce 
a silly result if it required KJs to be limited to the 
number of physical CD+G discs that they could 
carry at one time*"^ 

Espino agrees:"Everything is slowly shifting 
toward hard drive systems* People don't want 
to switch discs anymore* Our Ace Karaoke-On- 
Demand player, the Acesonic KOD-800, is one of 
our best sellers among first-time buyers. It comes 
with 2,000 songs built in and it is extremely easy 
to upload new songs. You just place the CD+G, 
VCD or regular audio CD into the DVD drive, 
press play, press record, edit the song titles and 
assign song numbers. Once it's done recording, 
it's in there forever. KJs and karaoke enthusiasts 
no longer have to worry about their discs getting 
scratched or stolen! Also, what I think is going to 
have to eventually happen is record companies 
are going to have to realize that karaoke is not 
something that is going away. In fact, I don't 
understand why they haven't seen this as an op- 


usually just out to have fun. I have a lot of singers 
who really'put on a show*' 

And how does James handle the occasional 
caterwauler? "I personally just tune out the bad 
singers* It's all about having FUN, so everyone 
has the opportunity to be'in the spotlight'—but 
I may turn them down a little*" John Varga says in 
the Cleveland area they have their share of off- 
key singers: "It's always nice to have'good'singers 
but some are way too serious, This is karaoke—it's 
'fun for all*'Have a few drinks, sing a couple songs 
and go home happy and entertained a little*" 
Karaoke faces its challenges, but it still 
comes down to helping people enjoy the fantasy 
of stardom for a brief moment in time* Ladies and 
gentlemen, lets close the show on that positive 
note, ^"/-j 

Mike Ryan started out writing for news radio, and has 
been a SoCal DJ on KGB and KSDS, He mobiles as Mike 
on the Mike, and works part time as a DMC tour guide. 

He is also the inventor/owner of Frankenstand Powered 
Speaker Stands. He has been the President of the San Diego 
Professional Tour Guide Association, a board member of 
his local NACE chapter, and is a member of the San Diego 
Chapter of the ADJA. 


1. Accessed at the Central New York Business Journal website: www.cnybj.com/fullstory.cfnn7article 
id=4530&return=frontpage.cfm 

2. See further discussion on this topic at www.karaoke-forum.com 

3. Accessed at www.bigbrothersproductions.com/trademarkpressreleases.pdf 

4. Accessed at www.ipjustice.org/wp/2007/02/22/karaoke_legal_myths/ 


mo bile beat, com 


25 








mtmBeat 


ROCKING THE BOAT 

D„ expenences' changes in atitudes, changes in attitudes' with Princess Cruises 

By Jake Feldman 


A s a DJ, I have always 

wondered what it would 
be like to perform in 
different cities or even in different 
parts of the world for diverse 
audiences. I like to stay on my toes 
and know that I am at the peak of 
my game—which is entertaining. 
When I was approached about 
performing on a cruise ship, I was 
a little skeptical at first. My first 
question was why did they want a 
mobile DJ? 

Many of you who have been on cruise ships have 
experienced the floating nightclub with a DJ. And 
said DJ probably had limited musical knowledge 
and performing ability and more than likely per¬ 
formed the same show night after night—leaving 
you starving for more. 

BEOUH GUEST 

Princess Cruises, an innovator in luxury cruises, is 
once again pioneering onboard entertainment 
with their unique Guest Entertainer program, in 
this program, experienced disc jockeys can per¬ 
form not as a member of the crew, but technicai- 
iy, as a guest. Uniike crew, guest entertainers can 
interact and socialize with guests both while their 
working and when their not. Guest Entertainers 
can also enjoy the exquisite dining facilities, spa 
facilities, and experience excursions just as a 
guest would. On the flipside, a Guest Entertainer 
also gets to use crew facilities such as the crew 
bar and receive crew discounts on the ship. The 
purpose of this groundbreaking program is to 
increase the quality of entertainment available 


both in the ship's nightclub(s) and for other on¬ 
board activities. 

But why mobile DJs? For one, mobiles are 
used to performing to diverse audiences, which 
is what a cruise ship is. Being well-versed in every 
type of music and having good mixing skills are 
part of the Guest Entertainer job description. 
Crowd interaction is also a major reason why 
Princess is leaning toward mobile jocks, because 
for an average event we are not only taking re¬ 
quests, but giving announcements, reading the 
crowd, and making conversation with guests. 

We also know a good bit about their equipment, 
which could come in handy in the middle of the 
ocean. 

THEVOYAGE BEGINS 
On a bleak Midwestern day, I took off for the 
sunny shores of Ft. Lauderdale, Florida, where 
my ship, the Caribbean Princess, awaited, After 
clearing security (which is much tighter than at 
an airport), I went through orientation and was 
shown to my accommodations. In my room I 
prepared for what was soon to be one of the best 
gigs of my life. Here now, I present to you the 
top ten reasons for joining the Guest Entertainer 
Program for Princess Cruises: 


#10. THE WEATHER 

On the dates of my cruise, Des Moines, Iowa 
(Mobile Beat HQ) was under what might be 
termed a "Seattle Month." It was cold, wet and 
dreary; people were generally depressed. That all 
changed when I touched down in sunny South 
Florida and took in the view from the deck. Not 
only was I no longer moody due to sunlight 
depletion, I was excited to be doing what I love 
to do for a whole new audience. Throughout my 
trip, the weather was great and a nice change. 
Those Jocks from California may be interested in 
an Alaska cruise, but I was right at home sailing 
the high Caribbean. 
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#9. ONBOARD EVENTS 

As those of you who are cruise fans know, there 
is much to do onboard a ship as big and beauti¬ 
ful as the Caribbean Princess. Aside from general 
cruisers, special groups may be onboard for wed¬ 
dings, anniversaries, and birthdays. If called upon, 
Guest Entertainers may perform at weddings and 
other parties during the day, Talk about an inter¬ 
esting wedding reception! 

#8, ENTERTAINING VACATIONERS 

Most of us have dealt with people stressed-out 
from planning important events in their lives. On 
a cruise, there is one main objective: to have as 
much fun as possible. It is an entirely different 
groove and feels great to be helping people have 
the best vacation possible. People are relaxed, 
drinks are flowing, youVe relaxed; the sun Is shin¬ 
ing (or youVe under a beautiful moonlight glow) 
and all the worries of normal life are wafted away 
with the breeze. 


#7. ACCOMMODATIONS 

Princess takes good care of Its crews. The cruise 
line handles standard airfare to and from the 
port as well as transportation, in most cases, to 
and from the airport. Once on the ship, you will 
be pleasantly surprised at the room and board 
provided. (Normally GEs enjoy passenger cabins.) 
Sometimes, as in my case. Guest Entertainers stay 
in a crew cabin; mine was as comfortable and 
clean as any passenger berth. 

As a guest entertainer, you also have the 
privilege of using both guest and crew recreation 
facilities. In the guest areas you can enjoy virtual 
golf, a full fitness center and spa, movies under 
the stars, shopping, lounge entertainment and 
Broadway-style shows. The crew enjoys a crew- 


only lounge and bar, crew store, and special crew 
parties. 

#6, POOLSIDE PARTIES 

Kenny Chesney once sang,''Now I know how 
Jimmy Buffett feels," and that was entirely my 
attitude when soaking up rays on the ship's deck. 
The beautiful scenery everywhere, combined 
with buffets and a refreshing pool make the pool- 
side party atmosphere hard to beat. As part of 
your duties as a GE, you may be asked to perform 
at these events. 

#5.THE FOOD 

Studies have actually shown that a major reason 
people go on cruises is the outstanding cuisine. 
From the formal dining rooms to the 24-hour buf¬ 
fet to the onboard steak house, there are a lot of 
great options for nourishment. As a GE, you can 
dine in whatever facility you choose, with whom¬ 
ever you would like, which makes the experience 
all the better. 


#4. VACATIONING WHILE YOU ENTERTAIN 

Sailing and entertaining aboard a cruise ship is a 
great way to spend your "'dead" time as a mobile 
DJ. All of the distractions from daily life are gone; 
you are making great cash; and almost all of you 
everyday living expenses are suspended. If your 
true passion is DJing, doing it while on you're va¬ 
cation should re-energize you for life in general. 

#3. PORT EXCURSIONS 

I have always wanted to travel and do things 
beyond the normal grind, as well as see things 
that I may never have the chance to see again. 

As a Guest Entertainer, you have the opportunity 
to go on excursions with guests when arranged 


in advance. You can swim with stingrays, see the 
Turk Islands on a motorcycle, or snorkel on a coral 
reef. Also, the shopping in a lot of ports is diverse 
and often cheaper than anything you will find 
around home. 


#2, FREE TRAVEL 

As mobile DJs we may think we*'travel"a lot, but 
as a GE you wake up either at sea or in a differ¬ 
ent port every morning, in some of the world's 
most exotic locales. Besides the airfare to get you 
there and the excursions to keep you entertained. 
Princess also covers your meals—which essen¬ 
tially means you're traveling for free. Actually, it's 
better than free, because you receive a healthy 
paycheck for a job well done and little or no 
heavy lifting! 


#1. ROCKING THE BOAT ALL NIGHT LONG. 

Not only are you entertaining people on vaca¬ 
tion, you are the official party director in he 
most exclusive onboard nightclub, in my case, 
the Sky walker Lounge. The lounges on Princess 
are unique, as they are on the extreme aft (rear) 
part of the boat. Featuring nearly 270 degrees of 
viewing, the lounge has a panoramic atmosphere 
that cannot be summed up in this limited space. 
Rocking the crowd at a hundred feet above the 
sea while sailing under the stars is a unique ex¬ 
perience that must be lived to be appreciated. I 
certainly won't forget it for as long as I live. 

There you have it—my top ten reasons to sail 
with Princess Cruises as a part of their ground¬ 
breaking Guest Entertainer Program. It was a 
shipful of fun. As I told my guests, see you next 
time, off the coast of somewhere beautiful! 
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the People 

Marcellus “Marz” Lawhorn 
brings Charizma to the party 

By Ryan Burger 

RB: How did you enter the DJ business? 

ML: I got into the business because I loved to 
dance. The short story Is that I was discovered 
by Walter Payton. I was dancing in his club...he 
wanted me to be a party starter at both of his 
clubs. Eventually he made me a happy hour 
DJ, Three months later he put me in charge 
of a club that he was part of, and 6 months 
after that he put me in charge of his #1 club 
in Chicago, A year and half later I was head of 
entertainment... 

RB: How about the move from club to mo6/7e— 
how did that come about? 

ML: In 1994 I went into the private sector after be¬ 
ing approached by a motivational speaker for 
kids who owned an entertainment company. 
He told me I had the right stuff for working 
with kids as a motivational speaker. It was an 
easy fit for me-1 could speak during the day 
and do the clubs at night Eventually I made 
the move from clubs to the private sector and 
haven't looked back. 

RB: What is your main emphasis in terms of gigs? 

ML: I'm personally doing family celebrations with 
adults and kids together, Tm marketed so I can 
do bar/bat mitzvahs and weddings...! won't 
do proms, but I will do 8th grade graduations. 

I just love the younger ages. The high school 
events we do are usually connected with an 
event we did for the younger ages. 

RB: What would you say sets you apart from other 
services? 

ML: What is unique about Charizma and the way 
we approach things is that we have taken 



a human approach about the business. We 
can't do an event unless we know something 
about you and your family, your guest of 
honor or your kid. We try be just an extension 
of The family at the event, and it takes a lot of 
knowing what to ask and less of telling them 
what you can do for them. 1 think we spend 
20 hours with each client over a period of a 
year to a year and half.Things tike sitting In 
my office a year before the event, or going to 
a site inspection with them so they feel more 
comfortable. Whatever the clients really want 
to do, I have the option to tell them what 
makes sense or doesn't make sense. I don't 
want them to say "1 had a great party, BUT..,” I 
always tell my guys that if there was a "but" it 
never was a great event. 

RB: Do your style and attitude flow down from 
you to your staff? If so, how? 

ML: My staff have a major barrier that they have 
to jump over, as they are compared with me 
all the time. Marz = Great Party. I train them to 
ask the questions that make them feel com¬ 
fortable that they can be in charge. It's really 
about leadership. Clients can look at them and 
know that I'm not worried and this guy has it. 


RB: What drives you? What are your influences? 
ML: Life is my biggest influence—^living it, and 
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enjoying it. Most people focus on what they 
don't have. I wake up each day and marvel at 
the most amazing life I have. My mom is my 
center of my universe, along with my fam¬ 
ily and my friends; those are the people that 
drive me. Inside the industry, Jeffrey Craig, 
Jorge Lopez, Mike Walter and even within my 
market, KC KoKoruz...these guys have been in 
the industry along longer than I have. I've only 
been in the industry for six years. I still con¬ 
sider myself in the infant stage. 

I encourage everyone to go to the shows like 
Mobile Beat Las Vegas. Just one thing from 
that show can increase your business or your 
awareness about what you need to do—or 
what you should stop doing^—and the cama¬ 
raderie is just amazing. Being among your 
brethren who have similar challenges to you 
in running their businesses, you know that you 
are not alone. 

RB: What does your typical gear setup look tike? 
ML: On equipment, I'm a Denon-based guy, along 
with Rane mixers, particularly the Mojo be¬ 
cause of the feature of being able to jack in the 
front. I use Serato and I'm a Mac-based busi¬ 
ness. PA is light Q5C amps with JBLs and EAWs. 
I use Sennheiser microphones and lights from 
Martin and Chauvet, with DMX.Technology 
has allowed mobile DJs to show that they 
have creativity and it helps make them seem 
larger than life. I'm totally excited about where 
it's taking us.,.but it will have to be a practical 
application of the technology that creates true 
entertainment 

RB: Teil me more about who you are personally* 
ML: 1 want to continue to introduce my daughters 
to music and play guitar. I play five different in¬ 
struments and I want to help them to express 
their energy in dance and music. 

Eventually I want to open an event 
facility that turns into a dance club when the 
scene hits correctly. And most importantly,., 
the DJ will not have to load in through the 
kitchen! 

What really shows how I feel about 
things and who I am, is the last event of 
the mitzvah season, 2007, that occurred on 
December 16th. I introduced the people 
by talking about my conversation with the 
mom at the meeting, and it brought down 
the house.The party belonged to the people. 
What is so memorable about this party is that 
when the end came, no one would leave the 
dance floor—''One more song...One more 
song!" It felt like a concert; I felt so humbled 
by that, for people to respond to me that way. 

I went home that night and I was sitting at 
home and 1 kissed my wife and my daughters 
in their beds. Then I went and sat on my couch 
and just said to myself, I love my job! 

For more info about Marz and Charizma 
Entertainment {and to see a killer DJ website, by 
the way) go to www.doyouhavecharizma.com. 
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*CiG-MASTER 

180W PROFESSIONAL KARAOKE 
DVD/CDG/VCD/MP3 SYSTEM 
WITH GUITAR S KEYBOARD 
INPUTS 



*DA'B800RV 

600W PROFESSIONAL DIGITAL 
KEY CONTROL AMP WITH OSP 
REVERB S SONIC ENHANCER 




*DVX-780K 

HACK-MOUNTABLE PROGRESSIVE 
SCAN/DIVX, DVD/CDG/VCD/MP3 
KARAOKE PLAYER 
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* MEDIA-JUKEBOX 

40GB HARD DRIVE MEDIA 
PLAYER WITH DIGITAL KEY 
CONTROL 



*DVD-DUET 

BOW SEMFPRO DVD/COG/ 
VCD/MP3 DUAL CASSETTE 
AM/FM KARAOKE SYSTEM 



*UHP-5800 

PROFESSIONAL 4-CHANNEL 
WIRELESS MICROPHONE 
SYSTEM 


Sing with the 

G BOYS 




If singing is your passion, whether it's at 
home or gigging in clubs, you need a good 
set of tools to express yourself. 

At VocoPro, we understand this, and have 
been designing and manufacturing 
professional-level Karaoke systems so 
singers can sing with total confidence. 
By listening to customer recommenda¬ 
tions and feedback, many of our 
products have turned out to be the 
"world's first". Since our engineering 
team also loves to sing, you can be 
sure that each product will provide 
excellent features and sound quality. 

Our diverse line of products offers a 
variety of equipment for singers of 
all levels, from in-home systems to 
club-level systems, all fully expand¬ 
able to provide the ultimate in 
flexibility. Innovative products, great 
value, exemplary customer service 
and technical support are all the 
reasons to go with the number one 
name in professional Karaoke! 


GO WITH THE PROS.,. 
GO WITH 



*CDG'9O0OPRO 

PRO DUAL TRAY CD/CDG 
PLAYER WITH PITCH & DIGITAL 
KEY CONTROL 



CLUB-8000 

aooow PRO CLUB SYSTEM 
WITH (4) 15" VOCAL SPEAKERS 
a STANDS 


OFTEN IMITATED... 



NEVER DUPLICATED. 


MULTLEFFEGT DIGITAL SIGNAL 
PROCESSOR/HARMDNI2ER/ 
MIXER 



*DVG-555K 

5-DISC DVD/CDG/VCD/ 
MP3/MP4/PH0T0-CD 
KARAOKE CHANGER 



TWISTER-U 

S50W DIGITAL KEY CONTROL 
CD/CDG/CASSETTE SYSTEM 



ULTIMATE CHOICE OF KARAOKE ENTERTAINMENT 

www.vocopro.com 


TOLL FREE; 1 (80Q]678-534a 
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You’ll need persistence to 


By Jay Conrad Levinson 



won't wait. I'li teli you right 
off that marketing's greatest 
aily is your patience. More 
extraordinary marketing has bit 
the dust due to impatience on the 
part of the business owner than 
for any other reason. 

You watch as the powerful stonecutter raises his 
hammer to hit the huge stone. He hits it hard, 
again and again. On the third bfow, the stone 
splits in two and the magnificent statue inside is 
revealed. Think that means it took three blows of 
the hammer to do the big job? 

You know it didn't. It took 500 and maybe 
5,000 blows. That final blow wasn't crucial all 
by itself, but only as one of many blows that 
combined to achieve the stonecutter's goal.To a 
clueless neophyte observing, it took only three 
blows. But you, the stonecutter and me know the 
real truth. 

The real truth is that marketing is a whole 
lot like stonecutting. Your dynamite website 
might not do the Job. Your aggressive mailings 
might fall short as well. But your website and 
mailings, combined with your telemarketing, 
trade show booth, advertising, publicity and pa¬ 
tience get the job done very nicely. 

Which blow of the stonecutter gets the 
credit for the masterpiece? Which marketing 
weapon gets the credit for moving the prospect 
from off the fence and onto your customer list? 
It's the stonecutter's patience that gets credit 
for what he has hewn from the rock. It's your pa¬ 
tience that wins the laurels for the profits gener- 
ated by your marketing. 

It takes a unique person to stay the course 
while blow after blow fails to hit home. It takes 
remarkable talent to remain with the marketing 
program when instant results are not produced. 
Yet, for many members of a time-conscious pub¬ 
lic, instant gratification is not quite swift enough. 
This IS a characteristic of many people, the guer¬ 
rilla marketer not included. 

Great stonecutters know that there is no 


rock they cannot split.They have more patience 
than any rock. Great marketing people know 
there is no challenge they cannot surmount.They 
have more patience than their competition. 

Their behavior is demonstrated in both their 
restraint from making changes in their marketing 
programs and their willingness to continue ex¬ 
ecuting a marketing strategy despite the absence 
of quick financial strokes. 

The stonecutter picks a spot on the rock 
and hammers at it over and over. You pick a 
niche and aim for it, marketing over and over. 
Eventually, the rock splits. Eventually, the niche 
is occupied and dominated, the marketing goals 
attained. It didn't take genius as much as it took 
steadfastness. 

Your life will be filled with frustration and 


anxiety if you expect your marketing, brilliant or 
otherwise, to produce superb results instantly. 
But if you give your program the time to pen¬ 
etrate minds and motivate behavior, to persuade 
and create desire, you will discover that market¬ 
ing does indeed work and that patience is the 


age-old secret of success. 

Marketing and stoneculting are different 
from most human activities. No stonecutter ex¬ 
pects results in a hurry. But all stonecutters are 
positive that they can do the Job they set out to 
do if they concentrate upon the results down 
the road rather than the hard rock surface facing 
them. Many small businesses are run by people 
who ga^e intently at the rock surface. So short a 
gaze results in prematurely abandoned market¬ 
ing campaigns. 

Guerrillas do not even acknowledge the sur¬ 
face. It's insignificant compared with what they 
will hew with their patience.This farsighted ap¬ 
proach illuminates the way to their goal. They see 
that the way is not so much a route as an attitude. 
This is the attitude of the stonecutter. This is the 
mindset of the guerrilla. Both have what appears 
to the innocent as an impossible task. Both know 
that there is no way they will fail. 

Success comes to those who market if they 
begin with a plan, if they continue breathing life 
into it, and if they have the patience to move 
beyond the need for instant results, ^i/■j 


Your life will 
be filled with 
frustration and 
anxiety if you 
expect your 
marketing, 
brilliant or 
otherwise, to 
produce superb 
results instantly. 
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WWW.IDJNOW.COM 




lntnadiictk»n to Ct>mfHn€r DJing A CPS by Chariot £ Snjr<#er Ilf 
jiQij woftdened who invented the compuced Want te know 
who are (cnie of the folks who are responsibte for pionoeting the wny 
in CPS? Do you wane to know which the 
better operating sysccm is^ Mac or PC? 

Would you I4ce to have more chan two 
dozen exampFes of pnofrarnt, comptrollers 
and zceenscirjes for a CPS? All ihts and 
much more may be found iniide, 

Fonewond by Profesior |arn - Director of 
the Computer DJ Summk and 
CPSDJfCPSME cercffication projnuru 
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Part-time 

Can 

Be All 

Good 

Looking past the labels to 
what really matters 

By Mike Ficher 

M uch ado has been made 

about whether or not 
working in the mobile 
entertainment industry as a full¬ 
time operator portends a better 
performance. Many—possibly 
drawing from the rich well of a 
self-serving aphrodisiac—contend 
that full-time status translates into 
a better performance for the client 
and, somehow, makes one a better 
entertainer. Huh? The always 
logical Mr. Spock would certainly 
challenge that conclusion. 

BEEN THERE, DONE THAT 

Yes, a full-time mobile entertainer will likely be 
a more experienced, simply due to having more 
gigs racked up. However, repetition does not 
necessarily translate into a full-time operator 
automatically being a better performer. And 
the argument that dividing your time between 
pursuits somehow dilutes one or the other lacks 
serious support. 

For example, Jay Thomas, a successful TV 
and movie character actor, continued to host a 
morning radio show in Los Angeles in the late 



to earn a comfortable living 
single performance vehicle is 
an unattainable reality—for 
f performers. 


1980s and early 1990s even when his on-screen 
career ascended with recurring roles on Cheers 
and Murphy Brown and a starring role in a short¬ 
lived sitcom, Married People. Currently, he hosts a 
daily radio show on Sirius in addition to picking 
up film and television roles. Has his active movie 
and television career made him any less skilled as 
a radio personality—or an actor? 

Rita Moreno has won a Tony, a Grammy, an 
Oscar and an Emmy. Hmmm...seems her varied 
career choices have not inhibited her ability to 
attract recognition from her peers and opportuni¬ 
ties from producers and casting directors. 

In 19SS, Joe Cipriano was hired as the im¬ 
age voice of the fledgling Fox Network. Nearly 
20 years later, the longtime radio personality still 
voices promos for Fox, ABC, Disney, Blockbuster, 
is the signature voice for the Food Network, and 
serves as the image voice for radio stations in ma¬ 
jor markets across America...yet still finds time to 
appear on camera in national commercials and 
other broadcasts, as well as in movies.The former 
host of the World Chart Show certainly has carved 
a lucrative and fulfilling career across several me¬ 
dia disciplines. 

Realistically, you cannot measure the quality 
of an entertainer by his or her status as a full-time 
or part-time performer. You measure entertainers 
by their performance, their charisma, their talent, 
their showmanship, their ability to deliver what 
the client wants. 

SCHOOLDAYS 

Some performers possess natural talent. Others 
are superb technicians, students of their craft 
who optimize delivery, intonation, and knowl¬ 
edge to compensate for solid but not spectacular 
talent Some performers are consummate prepa¬ 
ration mavens, focusing their energy through 
material memorization or ready access, planning 
for virtually any contingency. 

An entertainer's full-time or part-time status 
is virtually transparent—a client seeks entertain¬ 
ment regardless of the status of the performer 
or the origin of their execution. If you excel, you r 
status will likely sit far down on the list of client 
considerations. 

THE NATURE OFTHE GAME 

First and foremost, mobile entertainers are in the 


entertainment industry, which is known for its 
nomadic existence and competitive environment. 
The ability to earn a comfortable living through 
a single performance vehicle is frequently an 
unattainable reality—for afl types of performers. 
Wearing many hats is a common and even de¬ 
sired method to draw a paycheck and broaden a 
skill base in entertainment. 

How many actors wait tables or have other 
lines of work between gigs? How many radio 
personalities sell cars or have something else to 
fall back on between radio gigs? How many voice 
actors teach or have other steady non-entertain¬ 
ment employment? How many freelance feature 
writers also do public relations work? 

When I speak at career day events, if a 
student aspires to a career in radio, journalism, 
television, or acting, I strongly encourage them 
to attend college and major in a field ofher than 
media and minor in their desired entertainment 
discipline. Why? Well, for one, the student will be 
knowledgeable about a field they might cover 
in print, radio or television journalism and, sec¬ 
ond, they have another skill to sell in the market 
should media jobs not be consistent 

How many entertainers have post-graduate, 
non-performance-related degrees? How many 
mobile entertainers dabble or work in voice act¬ 
ing, dance, radio, television or other media? Does 
engagement in other genres diminish their ability 
as mobile professionals? I think not. 

WHAT REALLY MATTERS 

Instead of debating the relative merits of full-time 
versus part-time status, the mobile entertainment 
industry can better invest its time in enhancing 
the opportunities for ALL entertainers to gain 
business, performance and entertainment skills 
that upgrade the entire profession. 

Bottom line: Clients deserve and can expect 
a fulfilling performance, whether the performer 
is a full-time entrepreneur or a part-time enter¬ 
tainer. 

Mobile DJ, dance insirucror, emcee, voice actor, writer. 
Teacher, and improv comedian, Mike Ficher owns and 
operates Dance Express mobile entertainment, based in 
Bend, Oregon. A four-time presenter and host at Mobile 
Beat conventions, Mike has been expanding the public's 
definition of the mobile entertainer since 1986. 
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Electiolbice' 


A host of innovalivs features and patent pending designs make Tour X the most exciting loudspeaker series aivailable today: 

* Breakthrough $MX wcx>fefs achieve irtcredibly low levels of woofer distortion without sacrificing sensitivity 

* Aesthetically unique, patent pending Backbone grille design for superior strength and damage resistance 
’ Steep slope analog crossovers with ellipticai filters that provide up to 36dB per octave slopes 

* All new proprietary EV designed ergonomic handles and angled input panels 

* Floor monitors with patent pending SST (Signal Synchronized Transducers) 
for near perfect driver phase summation 



Call your NLFX Professional rep today to 
get your first pair of Tour X speakers! 


PROFESSIONAL 

,N1/Xpro.com • 1-88B-660-6696 



mo bile beat, com 


33 






















Applying the lessons of 


new clients 



By Stu Chisholm 

n this presidential election 
year^ with the endless debates, 
primaries and news coverage 
of the candidates, we've been 
constantly reminded of our 
patriotic duty to vote. And voting, 
it seems, has become more than a 
once-every-four-year obligation, 
but also a popular pastime! A 
plethora of online opinion polls 
and TV shows like American Idol 
and Dancing with the Stars have 
entertained audiences with 
interaction in the form of voting. 



Votes were being cast, 
measured by bodies moving on 
the dance floor. 


Back in 2005, one of the more guilty pleasures in 
my home was Rockstar: INXS. INKS had been one 
of my favorite bands ofthe'SOs and early'90s, 
and I found their search for a new lead singer 
irresistible, unlike most so-called "reality"shows. 

(I also managed to pick out the guy who would 
eventually win during the first episode, as my 
wife will attest!) It was my very first taste of recre¬ 
ational voting. 

OK...and this applies to DJ work how? 

CRITICALTHINKING 

A large chunk of my friends are also DJs. IVe 
also got to think that this is true of a lot of this 
magazine's readers. When I was first cutting my 
DJ chops, one colleague, who also was a music 
critic with a local newspaper, used to frequent the 
bar parties my partner and I used to throw.These 
were themed events;"Kickin'Country""Motown 
Madness,''"Ladies' Night" (all female artists) and 
so on. I began to notice a pattern to my friend's 
dancing; he'd run up with his date for some 
songs, but would occasionally stalk off, looking at 
me as if Td insulted his mother for others. It didn't 
matter if the song I'd followed his favorite with 
had a perfectly matched 6PM, or had been from 


the same label or era. He was literally voting his 
tastes with his feet. This certainly wasn't unique 
to my colleague, but he was much more obvious 
about it, and after the gig would expand on his 
opinions. This was a form of in-depth feedback 
we don't normally get from our patrons or clients. 

VIEW FROM THE BOOTH 

From that point on, I began to pay attention to 
my dancer's "votes."To spot trends, I began keep¬ 
ing a program log, listing each song I played and 
the response it got, using a one to five scale. I also 
spotted huge differences between the responses 
I'd get at a typical wedding reception and the 
responses of my club patrons during the week. 
There was another parallel to politics: Wedding 
guests tended to be more conservative, prefer¬ 


ring the tried-and-true, well-established music, 
whereas my club patrons were musically liberal, 
dancing to the hottest, trendiest tunes, tolerating 
the occasional old chestnut only If mixed into the 
set skillfully. In both cases, votes were being cast, 
measured by bodies moving on the dance floor. 

VOTING BLOCKS 

Some club DJs have been able to report their 
"votes"to official publications, such as Billboard 
or the now-defunct DMA {Dance Music Authority). 
Most mobiles have depended on the Billboard, 
R&R or Gavin music charts, which were the result 
of votes in the form of record sales or calls to 
radio station request lines. They were, and are, 
more honest than the typical reality show vote, 
since there are no organized groups mobilizing 
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to manipulate the result as has been the case for 
some reality TV shows. Votes from the charts and 
dance floor remain part and parcel of following 
trends and "reading the crowd" 

ANDTHE CANDIDATE IS...YOUI 

For mobile DJs, voting doesn't just pertain to 
the music. In fact there are several votes taking 
place daily that directly relate to your business. 

For instance, do you check your daily, weekly and 
monthly stats on your website? Do you compare 
those stats to the number of emails or phone calls 
received? Each one of those represents a vote of 
sortsiThe client found your site among the teem¬ 
ing millions in cyberspace, and then voted with 
their inquiry. This is the equivalent of the primary, 
and you are now among their candidates for the 
job! 

Assuming they've also contacted other 
DJs, the next vote will be based on how well 
you respond to their requests for information, 
as well as the quality of what you provide. This is 
the DJ's equivalent to the stump speech. Again, 
your clients will compare and contrast what you 
presented as well as how you've presented it.To 
carry this analogy even a bit further, many politi¬ 
cal news pundits pointed out that the core issues 
candidates Obama and Clinton discussed were so 
similar that they had a hard time differentiating 
themselves from each other. A mobile DJ might 
have a similar problem, especially considering 
how many of us "borrow" ideas from one another 


A client might not see any major difference be¬ 
tween their two (or more) candidates. Just as in 
politics, the winner may be decided based upon 
other factors, such as personality or professional¬ 
ism. Or they simply might like you more than the 
next DJ. 

Like professional pollsters, if you want to 
maximize the value of your voter information, 
you need to know more than just how many 
you've won. You must understand the thinking 
behind them.That means asking your clients 
for direct feedback. Most DJs have some sort of 
a follow-up survey, sent out after the gig, that 
they use to both improve their performance 
and use as a marketing tool. But what about the 
front-end vote? Have you ever asked a client WHY 
they selected you over another DJ service? If not, 
James Carville is crying! People whose job it is to 
get candidates elected take every opportunity 
to stick their proverbial finger in the wind and 
gather as much data as possible. 

WAGINGTHE CAMPAIGN 

In a very real sense, mobile DJs campaign every 
day.To be successful, we must learn from our 
losses. If you look back on the careers of most 
politicians, you'll quickly note that they lost many 
campaigns and votes.Their eventual success 
wasn't achieved by luck, but by noting what went 
wrong previously. A smart DJ will do the same. 
Ask your clients why they hired you. Even more 
importantly, ask those prospects who didn't hire 


you exactly what it was that lost you the sale. It 
might bruise the ego a bit, but it could alert you 
to a problem with your presentation or marketing 
that you would never know you had, leading to 
more success down the road. 

So rock the vote and watch your business 
and performances rock like never before! 

St(j Chisholm, a mobile DJ since 1979, has also been a 
nightclub DJ in suburban Detroit done some radio and 
commercial voice-over work, and has even worked a roller 
skating rink! Stu attended the famous Specs Howard School 
of Broadcasting and has been a music collector since the 
age of seven. 




All Shure Wireless Microphone Systems are on sale at PlanetDJ.com! 


ULX Professional 
Wireless Series 


‘ Representing a iKeak 

- * . through in performance 

and price for both working DJs and musicians. Over 1400 
setectabfe, pre-programmed frequencies are available, and 
Automatic Frequency Selection provides a straight shot to 
'^fear channel. Wl>en you need performance, reliability 
and features, ULX has you covered! 

for sale prfra!) 


i PGX Wireless Series 

C * It's rover boon easier to go wireless ond 

I - . sound [ike a pro. Shurn’s PGX Wireless 

’ • brings the superior sound of Shure 

Micro phonos together With innovative 
setup fea^res in eight easy*tO‘Use packages. With an 
included crsrrying case, PCX is the perfect system for DJs 

on the go. (Ae lca As call for sale pricetr 

_ ’■ |pGW Wireless Series 

comprehensive first step into 
enliy-level wireless. Marrying superior sound quality and 
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SM58 - A Ic’qendary Shuro vocaf miCraphbhQi 
tuned lo riccrntuate warmth and $S9.00 


A itjggod microphone tuned to adeertu: 
e of voice... $ 59.0D 


An eXcDlIcnl entry-l{?vel micraphonE?_ $39.00^^'' 


Call US toll free at: 1*866-539-1724 
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How Firm Is Your 

Foundation? 

Digging deep to create your power base for growth 


T he basis of any successful 
endeavor is a solid 
foundation, a firm starting 
point, an immovable cornerstone 
upon which all of your efforts rest. 
You need a concrete starting point 
and a strong base to build upon. 
Let's use the word "base" as an 
acronym (Hey, that's my specialty!) 
for four key things upon which all 
our works and goals are centered. 

BASE: Four separate qualities or attitudes, that 
when ennployed with daily consistency, will 
enable us to transcend the problems that can 
plague us and hinder our growth as people, as 
business owners, and as entertainers. If we utilize 
each of them, we will find ourselves light-years 
ahead of our competition. We will become trust- 


By Paul Kida,The DJ Coach 

ed advisors to our clients and regularly recom¬ 
mended by the best facilities and vendors* 

Let's examine the first part of our base, 
which is''B"for BELIEF. How is belief defined? It is 
simply this: a strong conviction, trust, and confi¬ 
dence. Above all else, before we start anything in 
life or business, we must believe that it will work, 
whatever it nnay be* We must trust that what we 
are doing is right for us. We must have the strong 
conviction that the journey we are about to em¬ 
bark upon is meaningful and will enrich our own 
lives, as well as others that we come in contact 
with along the way* We must have the confidence 
beyond all doubt that we will succeed. 

However, our belief should not be based 
on blind faith or some strong emotional feel¬ 
ing alone* We need to count the cost, as it were, 
examining the different aspects of our proposed 
endeavor. Sit down and set your goals, WRITE A 
PLAN OUT ON PAPER, then consider all aspects 
carefully. Once you have done this and are con¬ 
vinced of the outcome of your new undertaking, 
let it sink In. Let the belief grow. Think about it, 
perfect it...but don't wait too long! When you 


have it written down and planned out, you know 
that It will work, and you are convinced that you 
can do it-this is true belief* 

It's time now to let that belief move you 
forward to the next part of your BASE: "A"for 
ACTION. Yes, without action even the strongest 
of beliefs will still just be dreams. A wise man 
once stated/Belief without action is dead*' Let 
your conviction, your faith in yourself and your 
plans move and stimulate you to actually put into 
practice what you need to do* Put your written 
goals and plans to good use by doing something 
positive every day toward those goals* The more 
you do and see getting accomplished, the greater 
your belief will become* In turn, this will move 
you into more action, therefore getting more 
done. Your belief and your actions will fuel each 
other into a powerful driving force that will be 
unstoppable! 

Now we come to thews'" in our BASE:"S"for 
SUPPORT, This may be one of the most Important 
parts of our base, and yet it is often overlooked or 
even completely ignored.Think about it for just 
a minute. How many times have you attempted 











a task by yourself? Even though you may have 
succeeded, the thought that runs through your 
mind may be '"Wow, that was tough! I wish I would 
have had someone to help me through that!"If 
you'd had a little bit of support, some extra help or 
helpful words to guide you through your situation, 
things would have been a lot easier. When we have 
that all-important support, we feel invigorated 
and refreshed. We have someone to bounce ideas 
off of, and we have someone to share our success 
with, which will only lead to greater self-confi¬ 
dence, and will encourage us to further action! 

It is important to find the proper support, 
especially in the business of mobile entertain¬ 
ment. Look for those who share your own 
general belief system* Find those who take ac¬ 
tion themselves and will encourage you to do 
the same. You will find some (even friends and 
family) that will not share your enthusiasm or 
outlook concerning your career in the enter¬ 
tainment business. Do not try to force them to 
support your decisions. In time, as they see your 
determination and success, they too may come 
to understand and support you. In the mean¬ 
time, find like-minded individuals who will give 
you the necessary aid and encouragement. An 
organization such as the American Disc Jockey 
Association (ADJA) is a great place to start, es¬ 
pecially if there is a local chapter in your area. 

{If you don't have a chapter in your area, think 
about starting one and building your own sup¬ 
port circle!) 


You can become 
a trusted 
advisor to 
your clients 
and regularly 
recommended 
by the best 
facilities and 
vendors. 

Attending the various DJ conventions and 
seminars is another great way to find those who 
can be a part of your support circle. Most of the 
DJs attending these functions are there, not just 
for themselves, but also to share and assist oth¬ 
ers, and are usually very willing to spend time 
supporting their fellow DJs. 

Please remember this, no matter what level 
we attain to, no matter how good we think we 
are, we ALL need support and can learn some¬ 
thing new from someone else* As a matter of fact, 
the most successful DJs in the business are those 
that have a good support group to share ideas 
and encouragement. 

We are now down to the final part of our 


Base-the"E': which Is for EYES FOCUSED. Keep 
your vision or your mission in front of you at all 
times* Stay focused on what you want to accom¬ 
plish, whether that is a certain number of gigs 
booked this year, a certain money amount that 
you want to attain to, or a new level of profes¬ 
sionalism in your entertainment. As a mobile DJ, 
there are certain objectives you have in mind. You 
have them all written down as goals, right? Focus 
on these and you will by all means succeed. Don't 
be distracted by things that don't match your set 
goals. By keeping your mental eyes focused, you 
will eliminate the unnecessary things that can 
hinder your progress and get in the way of what 
is really important to you. 

I encourage all of my fellow DJ entertain¬ 
ers to maintain a strong BASE. Build and keep a 
strong BELIEF in yourself and your goals* Move 
ahead with ACTION and continue to grow in your 
chosen profession. Find the proper SUPPORT for 
yourself and BE a support for others. Finally, keep 
your EYES FOCUSED on your goals and your vi¬ 
sion. By using these "building materials" you will 
have a rock-solid foundation that will not faill 

Please send any comments on this artide, suggestions for 
future ar tides or questions to djcoach^mobiiebeatcom. 

Paul Kida, The DJ Coach, is a founding member of the 
Colorado Disc Jockey Association. He owns JAMMCATTS DJ 
Entertainment (wwwjammcattsdjxom), and is a regular 
speaker at Mobiie Beat DJ Shows. 
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Common 
Sense 
Lesso n s 
for Mobil 
Success 

Three secrets to success in 
mobile entertainment from 
the world of business 

By John Stiernberg 

n my business consulting work, 
I often get questions like "That 
planning stuff all sounds good, 
but where are the shortcuts? How 
can I get rich and retire young 
without having to do ali that 
stuff?" My answer is that there 
are no gimmicks or secrets in the 
world of business. Planning is 
the best"shortcut""and it is a lot 
less costly than the trial and error 
alternatives. 



Still, there are what I call "common sense lessons" 
from the big world of business that can be ap¬ 
plied to the uncommon world of mobile enter¬ 
tainment. These lessons often represent simple 
solutions to a complex problems. Here we'll talk 
in detail about three tried-and-true examples. 


LESSON 1:WHEN IN DOUBT, QUANTIFY 

I offer this lesson first because it is probably 
the one you will use the most frequently. Ever 
wonder if your business goals or objectives are 
realistic? Have a knotty problem to solve? Wonder 
where the money is going to come from? You 



uition is very importcini 
essential to apply rea 




it 


cr r'~'\ ^ 
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to 


decisions involving money and 
commitments. 


it 

tim 


may have questions ranging from "How many 
gigs do I need to do to make my gear payments?" 
to “When should I buy the building that our of¬ 
fices are in?" 

WeVe all felt uneasy about things like this. 
The first thing to do when you feel those anxious 
feelings is to pinch yourself, remember this les¬ 
son, and take a look at the numbers. Here are 
examples of numbers-related danger signals that 
lead to business problems: 

*NO BUDGET OR FINANCIAL TRACKING. 
You'll never know how you are doing if you don't 
keep track. For some mobile entertainers this is 
obvious, for others a revelation. 

• LACK OF UNDERSTANDING OF HOW 
LONG THINGS TAKE OR HOW MUCH THINGS 
COST. How many hours do you spend doing 
equipment maintenance or traveling to gigs? 
How long does it take to transfer CDs to MP3 
files? What's your hourly rate when you factor 


everything in? 

* DECISIONS BASED ON GUT FEEL, INTU¬ 
ITION, OR HOW OTHERS HAVE DONETHiNGS. 

Intuition is very important, but it is essential to 
apply reason to decisions involving money and 
time commitments. 

Here's a point of reference. Most TECHNICAL 
problems are logical, systematic, and mathemati¬ 
cal. For example, it's less of a stretch for an audio 
person^—including most DJs--to"do the numbers" 
than for other types of creative people. Use this 
to your advantage. Start with a basic revenue and 
expense forecast for any project before going 
to work.Think of your budget like you would a 
playlist or stage plot: something that you create 
and have control over. When thinking through 
your goals and objectives, see what expenses are 
feasible in the next year, regardless of where you 
want to be long-term. Do the math and let the 
numbers guide you. 
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Some mobile entertainers may say^Tm the 
creative force in my business, I have someone else 
to deal with the money" While that may be true, 
there will be times when you are called upon to 
make decisions that involve time and money. In 
anticipation of that, remember this lesson: When 
in doubt, quantify. 


LESSON 2: THE CHAIN IS ONLY AS STRONG AS 
THE WEAKEST LINK 

We hear this age-old expression all the time. If 
something is out of balance in your business, the 
chain can break, leaving you in trouble, or some¬ 
where short of your potential. Here are examples: 

• THINKING THAT THE MUSIC IS ALL 
THAT MATTERS OR THAT A HOT SYSTEM CAN 
MAKE UP FOR WEAKNESS IN OTHER AREAS 
OF YOUR BUSINESS. For example, as a mobile 
entertainer, you could have the best sound and 
lighting rig in the world, but if no one knows 
about your company or if you are priced out of 
the market, it doesn't matter from a business 
perspective. Each link needs to be strong* 

• THINKINGTHAT MARKETING EQUALS 
ADVERTISING. The marketing chain has seven 
links of its own: 1) product strategy, 2) pricing 
strategy, 3) promotion strategy (this is where 
advertising fits in), 4) workplace and trade area 
strategy, 5) sales force strategy, 6) target custom¬ 
er profiles, and 7) competitive analysis* Likewise, 
each link depends on the others, to create a 
strong, integrated business plan* (Editor's Note: 
Look for a future article on "The Seven Links in 
the Marketing Chain" by John Stiernberg)* 

• FOCUSING ON ONE AREA OF THE BUSh 
NESSTO THE EXCLUSION OF THE OTHERS. 
Your business-even a one-person company-has 
five functional areas which make up another 
chain: 1) marketing and sales, 2) finance and ac¬ 
counting, 3) product development, 4) production 
and operations, including information systems, 
and 5) general management. Weakness in any of 
these areas jeopardizes overall results. 

How to deal with it? Go for balanced 
strength in each of the key areas of the business* 
The first step is one that you have already taken* 
Be aware of what it takes to run a business. You 
now know that a business has five functional 
areas and the marketing chain has seven links. If 
you pay attention to each of those elements, you 
can be confident that you are covering the bases. 


LESSON 3:THE BUSINESS STUFF—ESPECIAL 
LY SALES—IS A FULLTIME JOB 

If you already operate a mobile entertainment 
business, you know how true the above state¬ 
ment is. When was the last time you worked a 
40-hour week? Even if you work for someone else, 
you know that operating a business is demand¬ 
ing and time-consuming. 

Many mobile DJs work day jobs and pursue 
their business interests on a part-time basis. This 
is fine if your goals and objectives are consistent 
with practical realities. There's a point at which 
you will need to quit your day job in order to 
focus full-time on your entertainment business. 
Additionally, you will need to hire or contract 
with additional people as the business grows. 

Focus, expertise, and image with customers 


all come into play here* While it is tempting to let 
someone else handle the business, you need to 
understand the risks. Here are common mistakes 
made by mobile entertainment businesses: 

* HIRING FRIENDS OR RELATIVES ON A 
PART-TIME BASIS. There's nothing inherently 
wrong with hiring friends or relatives, or with us¬ 
ing part-time help. But it's all too common for DJs 
to have a spouse, relative, or friend do booking, 
bookkeeping, or other support functions, only to 
find out that the person lacks the skill or time to 
make a long-term difference. 

• ASSUMING THAT CONTRACT PAPER¬ 
WORK, MARKETING, AND SALES MAGICALLY 
TAKE CARE OF THEMSELVES. I know I'm stating 
the obvious, but someone in the organization 
(even a one-person organization) needs to get 
the gigs, write up the paperwork, and keep the 
promotion machine going in between engage¬ 
ments. It does not happen by itself. 

What to do? Recognize immediately that 
no one person has all the skills and time needed 
to build a mobile entertainment business. If you 
try to do everything yourself, you may succeed 
to a point and then find that you can't grow-cre- 
atively, financially, or personally-beyond a cer¬ 


tain point. Build your team consisting of people 
who are well qualified in their respective areas* 
Examples range from bookkeepers and accoun¬ 
tants to equipment maintenance people. 

A FINALTHOUGHT 

Does someone else already handle your business 
for you? If yes, remember that it is Important to 
understand what's going on, especially if it is your 
name on the company. If not, you need to handle 
all the business stuff for yourself. Take heart, and 
remember that there are no gimmicks or tricks to 
making your business successful. From my stand¬ 
point, the secret to success in mobile entertain¬ 
ment stems from common sense applied to our 
uncommon profession. Good luck! 

John STiernberg /s founder and principal consuiianr with 
Stiernberg Consuiting (www.stiernberg.com). John has 
over 25 years experience in the en tertainment technology 
ffeid. He currently work^ with audio and music companies 
and others on strategic planning and miarket development. 
His book Succeeding In Music: A Business Handbook for 
Performers, Songwriters, Agents, Managers, and Promoters 
is published by Hal Leonard/Backbeat Books. Contact John 
via e-mail atjohn@stiernberg.com. 
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ProDJ Publishing has gotten hold of a bunch of these DVDs... 
and Is biovting them out to help you with your wedding disc jockey service 

Are you an experienced professional wedding DJ? 

Or looking at getting into the market? 

Either way...you need the Wedding DJ’s Info Toolbox] 


To Order Your Copy Go To MobileBeat.Cotn 


Click on Bookstore! 


; . Hir 





:ci J t , A D : O ' U ! V I V 1: 1 


' II’ 


I t. 


rrr 


-4^ 


' ' h er . 


Tins 





SPEAKERS: 


BEN STOWE. CTS 

INOflTHERUGHTFX PRO ACADEMY} 

ANDY "CUBBIE" 
POWELL 

[NATIONAL SALES MANAGER 
MOBILE BEAT MAGAZINE] 

PETER MERRY 

AUTHOR - "TH£ BEST WEDDING 
RECEFnOM EVER" 


DOOR PRIZES FROM 

AMERICAN DJ 
AMERICAN AUDIO 
□J INTELLIGENCE 
SELECT MIX 
TM STUDIOS 
AND MORE! 




norus 

nsa»rs j 

- — * f ► 


HOUSTQN-HOBBY AIRPORT 
8611 AIRPORT BOULEVARD 
HOUSTON, TX 770B1 


FOR MORE INFORMATION 
AND TO REGISTER GOTO 
WWW.GHAMMA.COM 


PRESENTED BY 












^ Americam Audio 



WOUND uONjwm wto msm mmymMim 

Mobile Beat 

^ K If L. D! L L & ^ t Pi T Ji i til M ' a H » » x C IH T 


GREATER HOUSTON ^ 

WBILE MUSIC n Mesu pp IY, com 

^'^OCIATION 



NUy 

M^ V ji t.i n A . 


I tAi *t t 1»1 .. 



1 

1 

.r 


1 ■' 

r 


Dride 


mo bile beat, com 


41 


























MomeBeat 

I CHANGED 
MY LIFE 


* 



I was once told that “if you think it, 
you can achieve it.” So, I thought a 
lot about owning a fine sports car, 
and being independently wealthy: 
but it never happened. 


WITH A DAILY 
PLANNER 

Scheduling actions helps 
accomplish goals 

By Patrick McDonald 

've used a daily planner for 
many years. I write down all my 
consultations; all my booked 
events. I keep contact info in my 
notes and phone number sections, 
and have feit very satisfied 
that I possessed good time 
management skills. 

(t wasn't until I started thinking about the 
goals I have for my company and my personal 
life, that I realized I am not a good time manager. 
You see, I failed to do what everyone should do In 
business. I failed to develop a plan, and schedule 
my objectives in the form of action items. 

I was once told that"if you think it, you can 
achieve it."So, I thought a lot about owning a fine 
sports car, and being independently wealthy; but 
it never happened.The reason for my failure was 
that I wanted to achieve these goals but I never 
took the time to implement the plan to make 
those things happen. I didn't schedule time for 
my own success. 

GET REAL 

How do you schedule time for a dream? The same 
way you schedule a consultation, or a meeting 
with a bride and groom. Had 1 personally taken 
the time to map out what I would have to do to 
make my dreams a reality, I could have scheduled 
those actions into my day and I could have actu¬ 
ally made the it happen. 

When we schedule, we do two things: (1) we 
set aside time to develop a goal, making it a tan¬ 
gible thing; (2) we take action, which is first step 
in making a goal/dream reality. 


Goal-setting also requires that something 
SPECIFIC is going to change—be improved or 
fixed by your action. For example, if you simply 
make a goal of doing more wedding receptions 
or events, what does that mean? You need to 
define what the goal Is in real terms. How many 
more events do you want to do? You must answer 
your question:"! want to do 15 additional wed¬ 
dings and book 5 corporate events." Now you 
have a tangible goal. Now, HOW are you going to 
achieve that goal.This is the action plan: 

1. How much time are you willing to devote to 
working and on what days? 

2. If it means that you have to travel around 
meeting with other vendors, corporations, 
within what radius are you willing to travel? 

3. Do you need to do a marketing plan to get 
my name out in front of brides and corpo¬ 


rate accounts? 

4. You must schedule the action items into 
your day. The payoff to that is that you meet 
more vendors, and get more referrals, re¬ 
sulting in more events. 

5. Once you schedule the action, work the 
plan. 

You can choose any type of planner you 
wish from electronic to binder style. You can even 
print your own on your computer. Get something 
that is comfortable for you; it has to be one that 
you will actually use.Take the time to consider 
your personal and business goals, create a plan of 
action, and schedule time to make it happen. EE 

Patrick McDonald h the owner of Twilight Entertainment 
in Findlay, Ohio. He is also a Partner with the McDonald 
- Wolfe Insurance Agency, Findlay, Ohio. 
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By Mitch Taylor 

In today^s economy, and 
with competition seemingly 
coming from all angles, it*s 
important to focus on the 
forces that you CAN change, 
and not those you can^t* 

You can't control the economy or what 
your “competition*' does, but you can con¬ 
trol what YOU and YOUR Company can 
do about it. Here weVe starting a series 
that will hopefully help you increase your 
sales and will put you on the fast track to 
increased client satisfaction and company 
revenue, 

A = Ask for the Business 

This seems logical* but I bet you'd be amazed 
to learn how many times you might forget. 
Have you ever had 
your sales meeting, 
explained everything 
about your services, 
discussed what your 
potential clients are 
looking for...and 
then you were un¬ 
sure of where to go 
next* so you gave 
them your price? 


Next* you ask if they have any questions* 
they say no and then they walk out the door. 
What just happened? 

As one way to turn this around, I sug¬ 
gest “the bathroom close/* Politely excuse 
yourself from the room and give your clients 
a moment to look at past evaluations and 
whisper* “What do you think?" After arriv¬ 
ing back in the room* you can ask what they 
think and what they'd like the next step in 
the process to be, 

B = Belief in Self 

You must know in your heart that you are 
the right entertainer for the clients that you 
are speaking with. How? By getting to know 
them and finding out if you are a good match 
for each other. You must exude the confi¬ 
dence necessary for them to want to hire 
you to host and perform at one of the most 
important events of their life. Without a be¬ 
lief in self* the clients you are communicating 
with may think they can find someone better 
suited for their particular event. 

C = Communicate Effectively 

Communication is not just verbal. Everything 
about you and your business communi¬ 
cates with a client. Your website* the decor 
of your office* your dress that day* your 
physical mannerisms* the inflection* tone and 
delivery of your voice* your business card* 
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even your body language communicates a 
non-vocal message to your client. KNOW 
what you are saying with all the aspects of 
your communication. There are many books 
available on non-verbal communication; I 
would strongly suggest that you read up on 
the subject of body language and what you 
can do to be more effective in your commu¬ 
nication skills. 

Your clients are also communicating with 
you. For example* if your client is seated 
across from you and her arms are folded 
over her chest* that has a negative connota¬ 
tion in body language and it means she is 
“closed off" mentally to what you are saying. 
If her arms are relaxed at her sides and she 
is leaning in to you* she is open to what you 
have to say and is listening intently. 

Thanks for reading. I'll be back next 
month with D, E* and F in the Sales Success 


alphabet. A 


A 


b I 
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By Jim Cerone 


Are You Making Sense? 


Do your clients “get** you? 
When you talk at your events, 
is anyone listening? How can 
you connect? 

By making perfect sense. 


I recently returned from the Mobile Best 
Summer show in Chicago. Thanks to Mike 
Buonaccorso and Ryan Burger for a great 
convention and for letting me present “The 
Perfect Host, Part 2: Making Perfect Sense.” 
In my seminar, I told this story: 

Earlier this year. I went to a business lun¬ 
cheon with a featured speaker. I was excited 
to learn more about the topic she was pre¬ 
senting and wanted to gain the benefit of her 
expertise. Before we 
sat down, I noticed 
she was working the 
crowd, shaking hands, 
smiling and introduc¬ 
ing herself to people. 

In my “Perfect Host 
Part I ” seminar, I 
teach the importance 
of the “Preamble.” 

She was using this time frame beautifully. She 
was dressed nicely; she was poised and con¬ 
fident, but also friendly and approachable. 

Unfortunately, it went downhill from there. 





Fatal Flaw 

We took our seats for lunch. The wait 
staff served each of us a strawberry-walnut 
arugula salad with gorgonzola cheese and a 


raspberry vinaigrette dressing. Since I had 
skipped breakfast, my mouth was water¬ 
ing and I couldn't wait to dig in. On stage, 
the speaker was introduced and began her 
presentation. 

With my fork raised to take my first deli¬ 
cious bite, she proceeded to play a video 
from an African safari. 

This particular clip 
happened to feature 
a lion tearing apart a 
wildebeest. Suddenly, 

I wasn’t so hungry 
anymore. 

The reason I tell this story is to illustrate 
that even though we have important infor¬ 
mation to share with our audiences, good 
information presented badly becomes bad 
information. From my college days (I have 
a BA in Communication). I remember the 
basic communication model: Sender ■=£> 
Message •=> Receiver. Unfortunately, in real 
life that model is never so simple and our 
messages often don’t get through. 

Although this presenter had done many 
things right, she had no “sense” of her audi¬ 
ence. She had not done the necessary “shop 
prep” to know in advance who she was talk¬ 
ing to, where she was speaking, when she 
was speaking (during lunch!) and how her 
message should be adapted for those vari¬ 
ables. When she ruined our appetites, she 
also ruined her chances to get her message 
across. 


Study Time 

How much homework do you do before 
you speak to your audiences? Do you know 
enough about them so that you can adapt 
your message and make “sense” to them? 
Every audience is unique. Every setting (wed¬ 
ding, corporate party, mitzvah, etc.) is dif¬ 
ferent. Every venue or 
reception hall presents 
unique challenges and 
possible distractions. 

My suggestion is that 
you can make sense 
to any audience—as 
long as you have done your homework. This 
takes time and extra effort in advance, but 
pays you back with rewards and referrals in 
the long run. Being a DJ, MC or Wedding 
Entertainment Director is already a very 
difficult job by itself. Going the extra mile to 
sharpen our “senses" for each unique group 
assures that our messages will make "Perfect 
Sense.” A 

pm Cerone (s the outhor and creator of The Perfect Host 
series of seminars, which he hos presented to Djs oW around 
the country. ]im is a member of the American Disc Jockey 
Associot/on and served on the Board of Directors from 2003 
CO 2006. He is o/so a Wedding Encertoinmenc Director 
and senses on the Board of Direaors of the Wedding 
Entertoinment Directors Guifd. in addition, Jim was recently 
elected to the Boord of Directors for the /ndiono chop ter of 
ISES (tniernational Special Event Society). Contact pm ot J / 7- 
845-0749 or info@jtmceronexom. 


Do you know enough obout 
your audencos so that you 
can adapt your message 
and make sense” to teem? 


AS-SOCI/VnON NEW.S 

DDJA at MB Chicagoland 

Your Association once again 
raised the bar by hosting a net¬ 
working party on Tuesday night 
(July 15^ 2008) during the Mobiie 
Beat summer show in Chicago. 

It started with a great performance from 
the Brothers of Blues, a local Chicago ADJA 
member company providing Blues Brothers 
impressions. 

That moved forward to an awesome rock 
band, Mercury to Mars, performing a set of 
great original rock party tunes. We would 
like to thank NLFX Professional, Dynacord 
and EV for their supporting effort in making 
this party rock! Their sound systems were a 
testament to great but compact sound. 


Next, several local Chicago ADJA mem¬ 
bers were recognized, then the night moved 
forward to four great DJ sets starting off 
with Billboard chart-topper Russ Harris, and 
moving on to Stevie D, DJ Toad and DJ 
Stickyboots. Talk about some great, electric 
sets! There was much fun 
and much to learn from their 
presentations and mastery of 
the mix. A free membership 
was given out as well as lots of 
swag from NLFX Professional 
and Bobby Morganstein 
Productions. It was a great 
night of networking and 
entertainment. 

A big thanks goes out to 
the local Chicago chapter for 
all its work and especially its 


board for stepping up to the tasks placed 
before them: Peter Merkle, Jay Sims, Russ 
Heinen, Anthony Martorano, Alan Brusich, 
Mike Dodson. Way to go guys, you made us 
proud! A 


Below, L-R: DJ Toad, Stevie D, 
Dr. Drax, DJ Stickyboots, Russ Harris. 
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ASSOCIATION NEWS 


On June 23, 2008, the ADJA 
took a giant step forward 
by co-sponsoring its very 
first regional, all-day, 
educational conference. 

The Appalachian Regional Mobile DJ 
Symposium (ARMDJS) was the brainchild 
of ADJA Membership Development 
Officer Robbie Britton. 

"This gathering was, by design, a unique 
event with a challenging logistical twist," 
explains Britton, who took on the responsi¬ 
bility of show producer. “We wanted to put 
together the finest one-day lineup of edu¬ 
cational seminar speakers ever assembled! 
We were convinced that if this worked 
well in Eastern Tennessee, then the formula 
would be perfect for anywhere in the United 
States!” 

A Lot of Fun—No Joke! 

It certainly did work well. The April 1st tim¬ 
ing of the original announcement had many 
thinking the incredible array of presenters 
was some sort of an April Fools' joke. As 
the reality became apparent, so too did the 
excitement and anticipation of this milestone 
event. Dozens of DJs were quick to pre-reg¬ 
ister and book their rooms at the historic 




General Morgan Inn located in Greeneville, 
Tennessee. 

June 22 saw a steady stream of DJs arriv¬ 
ing and significantly raising the population of 
the tiny Tennessee town. A welcome party 
was organized, helping old and new ac¬ 
quaintances settle in to the scenic beauty of 
this Bible Belt community. The self-formed 
ARMDJS Band, consisting of DJs from the 
Disc Jockey America online community and 
local musicians, rocked the rooftop of the 


General Morgan Inn, providing the welcome 
party with a vibe not experienced since the 
Beatles took to the roof of Apple Records in 
England in 1969. 

Serious Seminar Action 

As the doors opened to the conference cen¬ 
ter at SAM, it became apparent very early 
on that the day was going to be something 
very special. At 9AM, Robbie Britton and 
Dr. Drax took to the stage to welcome the 
nearly 100 DJs who were comfortably seated 
classroom style {with rectangular table seat¬ 
ing) so as to accomodate their laptops and 
notepads. It would be a day-long educational 
session that would last until nearly 8 PM. 

Mobile Beat writer and book author 
Larry Williams was dynamic as his seminar 
“Changing Public Perception" quickly estab¬ 
lished the tone for the day. His discussion 
of how DJs can make positive changes has 
become one of the most sought after semi¬ 
nars in the nation. The next seminar marked 

the highly anticipated 
return of Scott Faver 
to the conference 
stage. Faver had 
previously taken a 
lengthy hiatus from 
the seminar speaking 
circuit. He offered a 
crisp and informative 
presentation about 
marketing that never 
skipped a beat. 

Following a great 

lunch provided by Funville (an area sponsor), 
interactive party games kicked off the early 
afternoon program. Scott Faver was fantas¬ 
tic as he showcased the latest offerings in a 
manner that only the Game Master himself 
could. Throughout the day, between semi¬ 
nars, local area sponsors would be invited 
to the stage to offer insight into their latest 
product offerings. 

Next up was Dr. Drax. The Executive 
Director of the ADJA detailed the vast array 
of benefits designed to help DJs build and 


grow their businesses. The national presi¬ 
dent has become a familiar and recognizable 
voice for progress and change within our 
profession. His consistent and well-defined 
message has certainly set the standard for 
unity within our industry. 

By 4 PM, Jim Cerone took things to an 
elevated level as, in his articulate and elo¬ 
quent manner, he detailed what it means to 
be “The Perfect Host". His seminar, which 
encapsulated his nationally recognized pod¬ 
casts for Disc Jockey America, left attendees 
educated, motivated and wanting more! 

Keynote Makes His Mark 

By late afternoon, there was a heightened 
level of anticipation and electricity in the air 
as attendees anxiously awaited the introduc¬ 
tion of symposium headliner and industry 
leader, Mark Ferrell. Ferrell entered the 
conference room to a standing ovation as he 
began his two-hour seminar, “Getting What 
You’re Worth—Reloaded!” His passionate 
and detailed presentation offered informa¬ 
tion relevant to the many groundbreaking 
philosophies that have made the “Worth 
Movement" the single most acclaimed call- 
to-action the DJ industry has ever known. 

As the presentation ended, another standing 
ovation with minutes of applause brought 
the ARMDJS event to a successful and mem¬ 
orable close. 

In less than three months, Robbie Britton 
and the Eastern Tennessee ADJA Chapter 
Leaders (consisting of Alan Dodson, Brian 
Broyles, Ben Dean and Stephen Bailey) had 
put together one of the most successful 
one-day regional events ever seen. “Robbie 
and his team were awesome!” stated DJ 
Dr. Drax. “They embody the true spirit 
of our membership and raised the bar to 
an unbelievable level with this event! The 
ARMDJS event was a defining milestone for 
our organization and industry. It has abso¬ 
lutely marked our introduction to engage in 
a more active roll to support and produce 


events of this nature!” Dr. Drax concluded. A 


Photos By Jim Horn and Alan Trisier 
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By Peter Merry 

In an election year, I am not too 
surprised to see so many reports 
about how badly our economy ap¬ 
pears to be doing. And yet, this 
last weekend, The Dark Knight 
(the latest Batman movie, star¬ 
ring Christian Bale) broke all 
records for an opening weekend 
with box office sales totaling over 
$155 million! Apparently, even 
when times may be tough, people 
still see value in paying for quality 
entertainment. 

Which brings us to the diiemma of a DJ 
facing a recent downturn in his business. 
After over i 5 years of part-time experience 
in entertaining at weddings, he said his busi¬ 
ness has dropped off by aimost half this year, 
he only has two events confirmed for 2009, 
and he’s currently working an extensive 
list of leads. His frustration was expressed 
very clearly when he said, “It is like pulling 
teeth with these folks to even get them to 
respond. It really is getting frustrating and 
not really worth it to me anymore." His final 
conclusion was that if things didn’t change 
soon, he may very likely be hanging up his 
headphones for good in the near future. 

On the Hunt 

I found myself reflecting back on my first five 
years in business. I remembered how hard 
it was to try and run my business and hold 
down a weekday job, while also doing my 
level best to stay on top of every lead that 
came my way. When I marketed my services 
at a bridal show, I would take the lead list 
of the brides who had attended and I would 
work that list like a madman. I would leave 
messages on their machines at least five 
times before giving up, and I would follow 
up on the warm leads every single week 
until they either set an appointment with me 
or told me they had already booked with 
another DJ. I was relentless. I was hungry. I 
wanted my business to succeed. And I cer¬ 
tainly didn’t want to wind up homeless again 
(as I had my first year in business). 

But something began to change after that 
fifth year. Suddenly (it seemed), the phone 
was ringing a lot more often with calls from 
people who had seen my services in action 
as a guest at a wedding or had heard about 
my services from their friends and/or their 
other wedding vendors. Soon, the next 


and earlier in the current year. I also began 
to notice that I was getting more and more 
phone calls for dates that were already filled. 
These growing trends (along with the valu¬ 
able insights I gained from Mark Ferrell's 
“Getting What Your Worth” seminars on 
CD) gave me the 
confidence to begin 
raising my rates sub¬ 
stantially just about 
every year. As a 
direct result, the 
need for the secu¬ 
rity provided by the 
weekday job was 
nullified and I was 
soon flying without 
a net. 

When I had finished reflecting on my own 
experiences, I suddenly found myself won¬ 
dering why this DJ in distress was still chas¬ 
ing the "runaway bride?" After all the years 
of experience he had acquired, why was he 
still the one doing the chasing? 

Finding Your Focus 

As I examined this question further, I came 
to the realization that many in our industry 
are still convinced that they need to chase 
those runaway brides. Some do so because 


they have several other employees (or dare 
I say “sub-contractors?") whose calendars 
need to remain filled in order to keep them 
loyally on the payroll. But many others do 
so because they have concluded that a full 
calendar of bookings equals success. And so 
the chase begins... 

This tine of thinking focuses on the limited 
number of dates we have available to fill with 
bookings, which puts the pressure on us to 
chase down every lead until the majority of 
those dates are filled. But what if the pres¬ 
sure were reversed? What if there were 
far more brides looking for an exceptional 
wedding celebration than there were wed- 


capabfe of delivering those results? I know— 
that's a pretty big “what if’—right? 

Actually, it is not far-fetched at all. In 
fact, it is closer to the truth than most of 
us realize. By spending most of our time 
and energy on chasing the runaway bride, 
instead of investing that time and energy 
into improving our performance skills and 
entertainment capabilities, which will result 
in the brides chasing after us, we wind up 
hurting our own chances at becoming more 
successful and creating more demand for 
our unique skills and talents. This constant 
state of neediness on our part then makes us 
feel desperate to get more bookings which 
can lead to: undercutting others just to get 
a booking; setting prices too low, causing 
our market average fees to sink below the 
poverty line; and feeling burnt out when our 
competitors beat us out at even lower rates. 

But by putting your focus on building up 
demand for your unique service and skills as 
an entertainer, the direction of the chase will 
eventually be reversed and brides will start 
chasing after you. This kind of increasing de¬ 
mand will allow for: regular pricing increases: 
being able to choose the best receptions 
at the best locations; and being able to do 
fewer events while earning and keeping sub- 


Let’s look at actors as an example. I 
mentioned Christian Bale earlier. He is an 
accomplished actor with a long track record 
of delivering substantially powerful perfor¬ 
mances. (i.e. American Psycho, The Machinist, 
Batman Begins, and The Prestige just to name 
a few.) Do you think he has to chase the 
runaway director or producer for a part in 
a film? Or, do you think they have to chase 
after him? For new actors just getting start¬ 
ed, certainly they will have to chase after 
each and every part they can get until they 
have created demand for their personally 
unique talents and skills. But when you have 
achieved the kind of demand as an actor that 



stantially more. 

What if thara ware mera bridaa leaking 
for an exceptinnal celebratinn than there 
were entertainers whe are truly 
qualified ta deliver these results? 
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Christian Bale has, you can: reap dramati¬ 
cally increased earnings: pick and choose 
your roles; and take on fewer roles if you so 
choose. 

Waking Up to the Possibilities 

So why are so many of us who have years of 
experience still chasing the runaway bride? I 
can think of three possible reasons. 

I: Learned Powerlessness 

2; Flipped Priorities 

3: Not Qualified to "Co Pro" Just Yet 

Learned Powerlessness is the concept best 
explained by picturing a circus elephant that 
is staked down outside the circus tent. The 


elephant does not try to pull the stake up 
and run off because it had been staked down 
as a baby. After several months of trying 
fruitlessly to pull up the stake when it was 
small, it gave up and accepted that it would 
never be able to break free. When the el¬ 
ephant is full grown, it simply accepts that 
pulling up the stake is an impossible task and 
thus never tries to free the stake from the 
ground. But the truth is, when full grown the 
elephant is certainly strong enough to pull 
that stake out of the ground, but it will never 
try because it has learned to be powerless 
over the stake. 

In the same way, some of us have spent 
months and even years chasing the runaway 
bride, so much so that we cannot even 
conceive that we could become successful 
without chasing them ever again. Because we 



believe it is the only way we can succeed, we 
keep doing what we’ve been doing and we 
keep getting the same frustrating results. 

Flipped Priorities is the suggestion that 
our priorities have been flipped upside down. 
Instead of trying build increasing demand 
which will cause brides to chase after us, we 
have become convinced that chasing the run¬ 
away bride is, and should remain, our highest 
priority. This leads to cutthroat competition 
for bookings and the commoditization of our 
unique skills and talents and results in the 
brides getting mediocre services at best. 

By focusing on creating better services 
and better performances for our clients, not 
only do we reap increasing demand for our 
services, but we also help to increase the ex¬ 
pectations of the brides in our markets. This 
leads to a higher perceived value for our 
services and increases the earning potential 
for others as well as ourselves. 

Not Qualified to “Go Pro" Just Yet is the 
harsh reality that is facing many who are 
still chasing the runaway bride, even after 
years of experience. Regardless of how well 
you think your performances and services 
measure up, if the phone is not ringing on a 
regular basis with people who not only want 
to book you, but are also willing to pay more 
than their friends did the previous year to 
make sure they get you for their wedding, 
then you are not yet ready to “go pro." 

The best measuring stick of talent, skill, 
and professionalism is not how full the dance 
floor was at your last wedding or how many 
people said “You rock!” as they were leav¬ 
ing, Rather, it can be seen in the number 
of phone calls you receive in the following 
weeks from new clients who can’t imagine 
their reception turning out half as good if 
they can’t secure your services. 

If the phone calls are down and you are 
tired of chasing the runaway bride, don’t 
blame the economy. Instead, take a long hard 
look in the mirror and ask yourself if you are 
stuck in a pattern of learned powerlessness: 
if your priorities have been flipped upside 
down; or if you are not qualified to “go pro" 
just yet. If you can answer yes to any of the 
three questions above, don’t throw in the 
towel just yet. You can still take action to 
turn it around by doing what the “pros” do. 
Seek to improve your skills and capabilities 
with advanced training. Find ways to deliver 
even better services and performances in the 
coming months and years. And stop chasing 


the runaway bride. 
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Tlie Botfoiri Line 


By Mike Fernino 

These days, it seems as if everyone 
has a "home theater’* system. These 
home theaters integrate sight and 
sound to excite the senses and create 
an emotional and enjoyable expert* 
ence. Take away the big sound, and 
the experience isn’t quite the same, 
is it? If the sound is lifeless and dull, 
then the impact just isn’t there. If 
the impact isn’t there, the overall 
experience is diminished greatly. 

Every great home theater has a subwoofer. 
It is the subwoofer that creates the im¬ 
pact that enhances the overall experience. 
With subs you “feel" the bomb explode, 
not just see it. Take away the subs, and the 
soundtrack lacks depth. Now let’s apply 
this to disc jockeys and professional sound 
systems. 

Critical Mass? 

Many of my colleagues in the DJ community 
say that they won’t use subwoofers unless 
the party has 250 or more guests, Many DJs 
don’t use subs period. Personally, I think this 
is a mistake. While the volume always needs 
to be appropriate, there is no reason that the 
sound cannot still be dynamic and full of life 


and depth—whether an event has 500 guests 
or 50. Guests may not be able to tell if you 
are using subs or not, but they sure seem to 
react to the impact that they provide. Listen 
to this... 

To see if this theory had any merit, my 
brother Steve and I conducted an experiment 
during 20 consecutive weddings. The same 
sound system with full range speakers was 
used for all 20 events. At 10 of these events 
we added subwoofers, the other 10 went 
without. Both blocks of 10 were mixed in 
size (small to large events), as well as the lev- 

If guests can “feer the music 
aud uot Just hear it. they cau 
get more caught up in the 
emotion, excitnmont and thn 
experience of the event 


el of interactivity and type of programming. 
We compared both blocks together overall, 
as well as similar events in each block. The 
results were very interesting. 

With all other things the same, the 10 
weddings that featured the subwoofers saw 
more dance floor participation and seemed 
to have a bigger and more excited response 
from the guests. The 10 events that we did 
without the subs took longer to get the 



floor established. In 
fact, it seemed more 
difficult to fill the floor 
throughout those nights. 
Additionally, more guests 
left earlier during the 
non-sub events than the 
sub-equipped ones. The 
biggest and most surpris¬ 
ing observation came, though, after talking 
with the bartenders and catering managers. 
Apparently, those events that did not feature 
the subwoofers saw a noticeable drop in the 
consumption of alcoholic beverages. 


Make Me Feel (Mighty Real) 

To further illustrate the importance of sub¬ 
woofers for enhancing the experience, I have 
to recall several weddings we did for deaf 
clients. All of these clients specifically re¬ 
quested subwoofers to help them “feel” the 
music. Their hearing impediments prevented 
them from hearing the songs. The addition of 
subwoofers, however, allowed these clients 
to feel and experience the sound in another 
way. 

Now let’s go back to the theater example 
while taking all of this into consideration. 
How would you have a better experience 
watching Star Wars? Would it be with the 
basic two-speaker stereo, or the complete 
surround sound system with subwoofers? 


Subwoofer Tips and Tricks By Steve Fernino 



• Subwoofers can be used at almost 
any size event. Remember, you can 
always turn them down, but you 
can’t turn them up if you don’t have 
them. 

• Even one small powered 15” sub 
can enhance your dynamics in a big 
way without much expense, weight, 
or space. 


• Use subwoofers (and crossovers) to help your 
full range speakers work less, sound cleaner, 
and last longer. 

• People absorb sound waves. The more people there 
are in a room, the more sound energy is needed and 
the greater the need for subwoofers. 


• Never mix and match subwoofer sizes, models, 
and/or manufacturers. They can work against each 
other to “cancel” and weaken bass frequencies. 
Always use the same exact subs together. 

• While larger subs are effective for larger events, 
multiple smaller subs can be just as effective. 

• Get more out of your subwoofers through "cou¬ 
pling.” Place cabinets side-by-side for an additional 
3dB increase (equal to doubling your amp power!) 
over traditional stereo placement. 

• Horn-load your subwoofer by placing it in a corner. 
Allow three inches between the wall and the cabinet 
on both sides. The walls become extensions of the 
speaker and direct the acoustic energy throughout 
the room while increasing bass output. 
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Obviously, the surround sound system 
(and its subwoofers) would provide a more 
dynamic and enjoyable entertainment ex¬ 
perience, and thus convey the emotion and 
realism the director intended to the viewer. 

At a wedding or other mobile event, 
music is the entertainment of choice. Music 
sets the tone for the event and can excite 
emotion. If guests can “feel" the music and 
not just hear it, they can get more caught 
up in the emotion, excitement, and the ex¬ 
perience of the event. Clean, dynamic bass 
is the foundation of this concept of “feeling" 
the music. This is why I use subwoofers at 
almost every event, big or small. It is my 
belief that if you use subwoofers at more 
events, your dance floor results will im¬ 
prove dramatically. 

...And that’s the bottom line! K 


The DJ Idea Sharing (www.DJIdeaSharing. 
com) movement wos started in 200/ in New 
Eng/and. Since then, it has helped educate hun¬ 
dreds of DJs through its local events, convention 
seminars, and internet radio podcasts. DJ Idea 
Shoring continues to grow through the friend¬ 
ship and portnership with the ADJA and Mobile 
Beat. With this and future articles, we hope to 
shore ideos thot will help improve your business 
and your performance. Listen to the educat¬ 
ing & entertaining DJ Idea Shoring Podcast 
Network at PodcastForDJs.com or in iTunes. 

- M.F. & S.F 




By Harry Beckwith 

Venturing through a well-regarded clinic 
yesterday, I paused to consider its apparent 
values statement. I made it a point to recall 
the six attributes it mentioned. I remember 
Joy, Stewardship, Learning. and...it might 
have been Excellence, maybe Care, and... 

“Stewardship" I remember because 
it’s that slight anomaly, the “new cliche." 
Cliches are almost always old, but some¬ 
times a word catches on and becomes a 
cliche while still in its infancy—and that’s 
the case with “stewardship." To test it, 
ask yourself, how inspired are you by the 
thought of being a steward? Are you sure 
you know what a steward is? Do you 
sometimes wonder if it’s like a shepherd, 
but involves more indoor work? 

"Joy?" That’s not too bad in a company, 
especially one that deals with life and 
death—^which means they suffer many un- 
joyous moments, too. 

"Learning?" I have to like that because 
we encouraged a client to use the word in 
its values statement, not least of all because 
in its industry—automobiles—learning is 
indispensable but often overlooked. 

The other three—three of the six I made 
it a point to remember? 

I forget. 

This happens because communicators 
still fail to realize that what they say is not 
what gets heard; not least of all because un¬ 
less you say something in a way that reso¬ 
nates, it slips off us like mercury on Teflon. 

Microsoft refuses to believe this. It has 
decided to amaze the world with its new 
Vista operating system, a system so good 


and so new that the only word that cap¬ 
tures its magic is...“Wow." 

Now “Wow” will work, if Vista truly is 
“Wow.” But it isn’t. Reviewers see it as 
a virtual clone of what Apple introduced 
years ago. Gadgets copies Mac’s Widgets 
right down to the last five letters of its 
name. Translucent windows, live thumb¬ 
nails, search boxes in every Explorer 
window—right off of Apple’s OS X Tiger. 
Speech recognition? That’s almost I I years 
old. 

What will be the consequence? The next 
time Microsoft touts something as “pretty 
neat," many prospects will ignore them. 
Their wordsmiths are going to need to 
work every weekend to try to overcome 
this, and followers of computer marketing 
will be overcome by deja vu, reminded of 
how desperately IBM had to work—al¬ 
most a decade—to overcome the backlash 
against the undelivered promises of it hy¬ 
perbolic Charlie campaign. 

As marketers destroy the meaning of 
words like “unique” (no wonder people 
today feel compelled to say “most unique," 
which one day soon will be replaced 

by “truly the most 
unique"), and as people 
seem less skilled at us¬ 
ing them, it not only 
becomes necessary, 
but profitable, to find 
words that stop us and 
stay with us for days. 
“Wow" won’t work. 
“Insanely great," Apple’s mantra for several 
years, does. It’s odd, yet credible to virtu¬ 
ally every Apple user. 

CONTINUED ON cAGe 50 



rrobilebeat.coin 


49 





































































Contact the 


O 


it 

liJ 

2 | 

4 . 




By Mail: 


By Phone 
By Email: 
B/Click 


20118 N. 67th Avenue 
Suite 300-605 
Glendale, AZ 85308 
888-723-5776 
office@adja.org 
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'The tightest ship in the shipping business'* 
works. It's uncommon, and wonderfully 
rhythnnic. “A commitment to excellence" 
doesn't work; it's so shopworn you want to 
throw it in the wash. 

“Finger-licking good” works. It's uncom¬ 
mon, and sensory. You can see and feel 
yourself licking that chicken taste off your 
fingers. 

“A 50-year tradition"—and any variation 
on it? No. It's common, and meaningless, and 
it's not about helping me, it's just touting the 
company's survival. 

‘The ultimate driving machine" worked 
because no one had ever called cars “driv¬ 
ing machines." The expression was new, and 
therefore uncommon. “The ultimate auto¬ 
mobile" never would have worked—even 
for Lamborghini. “Ultimate automobile" is 
old and ordinary; it sounds like someone 
decided at the last minute they needed a 
slogan, and slapped that on as the ad was 
heading out the agency's door. 

“Chicken Soup" books sell like hotcakes; 
“Inspiration for" books each sell a few thou¬ 
sand copies, tops. “Chicken Soup" is senso¬ 
ry; you can see it and taste it. “Inspiration?” 
What does it look like? 

A Guide to Modern Marketing might sell 
10,000 copies tops, too. The same book, 
called Se//?ng the /nvis/bJe, sold enough to help 
fund two American wars. 

So...what’s in words that work? 

Simplicity: They must be clear, clean, 
quick^—“Our minds haven't the time for more. 

Freshness: Our eyes are drawn to things 
they've never seen. 



Believability: Which is why “WeVe the 
best” claims never work, but “We're num¬ 
ber two" worked magically. 

Sensoriness: Ideally, we can see what 
you're saying—"Kiwi” works but “fruit” 
doesn't. And beyond sight, appealing to taste 
(Red Pepper), touch (Black Velvet), or a 
distinctive sound (the always-funny “oo” in 
Google and Yahooi). “Laughter,” which you 
can see and hear, works. Happiness, which 


is harder to see and impossible to hear, 
doesn't. 

Do your words work? 

According to customers today, only 15% 
of companies communicate clearly. Never 
mind “well," never mind “memorably"— 
we're only talking "clearly” here. Everyone 
can communicate better And when we do, 
without question, the rewards are huge. 


the words thot work. A 
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//BRAND NAME DJ SYSTEM UP FOR GRABS 



TRUSTED BY THOUSANDS OF PROFESSIONAL DJ'S WORLDWIDE 


OR I OF 40 SETS OF BRAND NAME D| HEADPHONES 


STAND UP AND BE COUNTED 


WWW.FUTURESOURCE-CONSULTING 


dL W 

ii Infelligence® 

"Smarten Your SMbelte" 


Live demo and a trial offer 
at www.djlntelllgence.com 


Get set up Instantly! 


DENON D4500 + PIONEER DJM-300 OR 


X PIONEER. CDj-400 


M-400 OR 


i X TECHNICS SLi200 NKII + PIONEER DIM-SOO 


mo bile beat, com 


51 





















More Play, More Pay 


Weekday 

Rewind 

A survey of possibilities for 
filling the in-between days 

By Ryan Burger 

L et's start with a simple fact. 
Any good professional disc 
jockey service can fill the 
majority of its Saturday nights. If 
you are in the school market you 
can fill the majority of your Friday 
nights. So you keep on raising 
your rates on Saturdays and 
Fridays until you find your sweet 
spot in the market. 

But you want to fill up other days in your 
week to make this full-time disc jockey business 
really pay the bills, right? There is only so much 
marketing and meeting with clients you can do; 
only so many referral possibilities with hotels and 
photographers. So you want to fill your Monday- 
through-Thursday block (and Friday too, while 
school is not in session).This is a constant battle 
that we at BC Productions have been waging, just 
like you, trying to fill those off days. 

TAPPING CORPORATIONS AND EDUCATION 

After looking at our DJWebmin Online Calendar 
for the last couple months, allow me to review 
with you events we have done that don't fit with¬ 
in the scope of our "normal" functions... 

Summer Camps - Many mobile disc jockeys 
that I know have specific programs that they 
gear specifically toward the summer camp 
scene.Take Keith Alan of Keith Alan Productions 
in Connecticut for example. HisXampardy" 
program, which he has been doing in some 
form for several years, fills 3/4 of his summer 
with quick, interactive, inexpensive entertain¬ 
ment for the camps in his area. In our market, 
so far we have connected with several camps, 
although we are providing mostly traditional 
disc jockey services and karaoke at their events 
on weekdays. For a general pricing comparison, 
we get about the same rate as we charge our 
middle schools for 2-hour dances on a Friday 
during the school year. 

Corporate Parties - In the corporate world 
they are always looking for ways to stir up some 
team spirit. Most companies do a holiday party 
every year, which can fill up the weekday sched¬ 
ules of some DJs for the first two or three weeks 
of December. Since there are dozens of DJs in 
every locale who do holiday parties, work on 



To sell the superior entertainment 
you can provide as a professional 
D J, tease them with ideas you 
have had repeated success with. 


a unique way of getting yourself onto the top 
of the pile of brochures that the party planners 
are looking at. Offer some other services, such 
as game shows, as have been mentioned in this 
space previously.This is a major growth area for 
our business, which we are investing heavily in. 

Corporate P/cn/cs - We are just getting 
through a summer corporate picnic season where 
we did an event with relay races and other silly 
outdoor games coordinated by our staff. Yes, it 
can be done by some HR employees who can 
combine organizational skills with a little cha- 
risma.To sell the superior entertainment you can 
provide as a professional DJ, your approach could 
be to tease them with ideas that you have done 
elsewhere forgotten from other DJs on the chat- 
boards at StartProDJ.com), especially ones you 
have had repeated success with. 

After-Proms and Other Evef}ts - Here in the 
Midwest we have a tradition of not letting the 
kids go out and cause trouble after prom by 
having other events that are done tock-in style, 
usually at the school. At events like these that 
we have produced, we have provided or seen 


everything from the video game craze that was 
covered in the last issue of Mobile Beat, to casino 
games, karaoke, to even a full DJ service with vid¬ 
eos, similar to, but on a smaller scale than what 
the kids enjoyed at the prom several hours earlier. 
Our contracts for such have topped $2,500 and ! 
have seen committed planners who have turned 
these into a bigger events than prom itself, with 
$10,000+ being spent on entertainment. 

Keep in mind that this kind of event typi¬ 
cally runs from midnight to 3:00AM. It makes for a 
long day. no doubt about it, especially after fin¬ 
ishing a wedding or other school dance at 11:00 
and then turning around and doing another 
event until the wee hours. 

TIME TO PLAY! 

Remember, the only commodity that you can't 
replace in this equation is your time. To make the 
full-time DJ thing kick for you, you need to maxi¬ 
mize your profits and your time—to generate 
"more pay for more play."Weekday gigs are a sure 
way to do this, and you can have fun doing what 
you love to do more oftenl m 
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Tips for making direct mail part of your healthy marketing mix 

By Tom Quiner 


o you remember the old 
Ed Sullivan Show back In 
the '50s and '60s? (If you're 
too young, just go to YouTube™ to 
sample the extraordinary talent 
that graced that legendary show.) 
As a kid, I was fascinated by the 
guy who balanced a spinning 
plate on a long pole. It amazed 
me. Try it yourself and see how 
difficult it is. Just don't use your 
wife's good chinal 

That spinning dish with its precarious perch on 
a skinny pole makes me think of the marketing 
efforts of some DJs, where their entire marketing 
effort lives or dies based on their website. Your 
website is vitally important to your success. No 
question about it. But websites work best as part 
of an entire, balanced marketing campaign. Just 
like a table has four legs, your marketing efforts 
should have at least four legs. One is direct mail. 

WHY DIRECT MAIL? 

Here are some reasons why you need to include 
direct mail in your marketing mix: 


• Direct mail is proactive. You control the 
timing of the delivery of your message. 


• Direct mail is targeted. Is the third week of 
August still open? Send a mailing to brides 
getting married in the third week of August. 
Want more corporate holiday parties? Send 
a mailing out to companies with at least 50 
employees. Want more school dances? Blast 
a mailing out to schools in your area. 


• Direct mail is real. Prospects hold your 
message in their hands. YouVe made an 
effort and investment to reach them, and this 
gives you more credibility than just getting 
an e-mail from a stranger. In an age of spam, 
direct mail has more impact than ever. 


* Direct mail enhances your website. Direct 
mail always has a call to action. For your 
potential clients, the first action step is 


to "Call now"The second is to visit your 
website. The greater the number of qualified 
prospects that direct mall drives to your 
website, the more bookings you'll generate. 


* Direct mail is cost-effective. The key is 
your list.The more targeted, the more 
cost-effective. For example, direct mail is 
powerful in the wedding industry, because 
most DJs have access to local, targeted lists 
of engaged brides-to-be. 

THE ENVELOPE, PLEASE... 

The question then becomes, what should you 
mail? A postcard or an envelope?The answer is: It 
depends. I use both. Postcards are iow-cost, cost- 
effective sales tools. But the Cadillac of the direct- 
mail formats is an envelope mailing, consisting 
of a sales letter, your brochure, and maybe even 
a reply card. 

rd like to focus on just one component of 
the direct mail format: the envelope, The enve¬ 
lope is like the subject line of an e-mail, It's an 


attention-getter than can either make you or 
break you. 

HERE ARE SOMETIPS FOR MAKING YOUR 
ENVELOPE WORK BETTER: 


I Use your company name and address in the 
upper left hand corner. Some mailers leave 
it off, assuming they're forcing the recipient to 
open it, because they don't know who it's from. 
That's the wrong way to look at it. You've invested 
in a nice logo, right? Don't hide it. Flaunt it. You 
want those people who do open the envelope To 
be receptive to your message. 

2 Use a teaser headline on the outside of the 
envelope. It's much like the subject line 
on an e-mail. If you were mailing to a corporate 
prospect promoting your entertainment services 
for a holiday party, you might say something like 
"ATTENTION CORPORATE PARTY PLANNER. 
Inside; details on how to throw your best 
holiday party ever" or "Build loyal employees 
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"Breakthrough Mktg. 
has the only products 
that share our level 
of excellence and 
convery the image of 
professionalism we 
have earned.” 

Dave Johnson 
PRO SOUND ENT. 
Panama City Beach, FL 


"Their territory-protected designs are professional. They work 
great. And Breakthrough makes it so easy. Why reinvent 
the wheel when they’ve already done it, and so much better 
than we could do it ourselvesl" 

Brian Doyle. DEMON & DOYLE, CA 


“We booked 25 weddings within the first 
90 days after using our first brochure 
designed by Breakthrough. Karen & Tom 
are gifted marketers, knowing just the 
right way to deliver our message to 
our customers.” 

Kelly Farmer. PARTY PATROL ENT., TN 


The DJ Marketing Oompany” 


1 got the Elegant 
Brochure from 
Breakthrough, As 
soon as I send out 
the complete packet, 
it’s an automatic sale. 
It's a close. ” 

Jan McHugh 
PHENOMENON SND, 
West Valley, NY 


C A 5 £ 5 


Rotational Molded 
Console Rack Case 


Gator's rotational molded 
polyethylene console rack case 
gives you a lightweight yet extremely 
durable solution. The case features 
threaded rack rails, molded in carry 
handles and a 420-Dertier nylon dust 

cover 


Hot 

HI 

^niiuol 




_v- 


Tel: 01 J.211.419f 


Ernail: saleS'Sf’gatorcases.com 


Fax; 813.221.4181 


WWW. gatorcases. com 


ONETHI 
lANCE ^ 




PARTY JUST 4 FUN DANCE 
I970>PRESENT HIP HOP 
REGGAE LATIN YOUTH 
VINTAGE GROOVES CLASSIC 
ROCK NEW WAVE MODERN 
ROCK CHRISTIAN FAST 
COUNTRY SLOW COUNTRY 
SLOW SONGS I955>PRESENT 
LIFETIME LOVE BIG BAND 
AMERICAN SONGBOOK 

Updated annually and entering its 2nd 
decade (1st edition, 1997) this book/CD- 
ROM set is packed with essential song 
information for DJs, compiled by Mobile 
Seat’s resident musicologist. Jay Maxwell. 

PLAY SOMETHING WE CAN DANCETO 

features essential song lists (see categories 
above) sorted by Title, Artist, Category, 
Year and BPM, along with 2 dozen of Jay’s 
previous n iic’ci and lists as found in MB, 
all in a time-tested, easy-to-use 
spiral-bound format. 


GET YOUR 
VALUA 


Y OF THIS 
OURCE 


TO ORDER: 

/.Go to wmv.mobilcbcai.cQm 

2. Click on Bookstore 

3. Scordf "Play Something" 

4. Or call 515-986-33G0 ext 0 




Check out our entire product line 


iiiniinii.BreaktliroughBrochures.coiii • 1-800-810-4152 


Brochures • Business Cards • Folders ■ Websites * Postcards 


Eveiyboinrs Talking! 

JOIN these DJs who are increasing sales & profits with 
HOT MARKETING CAMPAIGNS created by Breakthrough Marketing. 


rrobilebeat.coin 
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)irect mail is real. Prospects hold 
your message in their hands. 



ACME DJS 



Fig. 2b 


with a holiday party that's really fun. Open 
now for details" 

To be effective, your teaser headline should 
do one or more of the following: Grab attention; 
identify your audience; create curiosity; make an 
offer. 


Use a live stamp instead of a meter or 
pre-printed indicia.The stamp makes the 
communication look more personalized. If 
you're preparing a large mailing, this may not be 
practical, and don't worry about it. But if you're 
mailing follow-ups to prospects who've visited 
your website, for example, the personal feel of a 
stamp helps warm up the prospect. 


When you're sending out information to a 
prospect who has requested it, be sure to 
put "Here is the information you requested"on 
the outside of the envelope. This little reminder 
ensures your mail gets special treatment and gets 
opened first. 

5 Use stickers. Stickers can brighten up 

ordinary envelopes. They can draw attention 
to an important offer They can showcase your 
slogan. For example, you might make up several 
stickers. One might say "The Wedding Specialists” 
Another might say "The School Dance Specialists" 
And yet another might say "The Holiday Party 
Specialists." 

6 Print photographs on the envelope. I 

received a big, white envelope in the mail 
last year that stopped me in my tracks. It was 
from a cruise company. One side of the envelope 
was covered with three big photos printed in 
black and white. In an instant, the cruise line 
conveyed the fun and glamor of their product. 

My company immediately created similar 
envelopes for our DJs clients. You want your 
envelope to warm up your prospect, to begin 
pre-selling her before she even gets inside to 
read your wonderful marketing materials,This is 
an effective way to do it, (See Fig. 1,) 


7 Go a step further and print your envelope 
with four colors.This can get a little pricey. 
But are you trying to tap more bookings from 
upscale prospects? You know, the ones with 
bigger pocket books, the ones who are willing 
to pay more for quality?Then you've got to look 
the part This is a way to make your mail leap out 
at your prospects, whether it's a bride, corporate 
executive, or a mitzvah mom. We're doing more 
and more standard business envelopes in four- 
color for DJs. (See Figs. 2a and 2b.) 

Direct mail actually works better than ever 
for DJs, because fewer DJs have been using it 
since the advent of the e-mail age.Together, 
direct mail and e-mail make a powerful one-two 
punch. Once you drop your mailing, e-mail your 
prospects to look for your mail.Time it so the 
e-mail reaches the bride about a day before her 
mail arrives, a controllable proposition for you if 
you mail via first class mail to a local audience. 
Your e-mail might say something like this: 


SUBJECT; I just mailed you our brochure... 

BODY; Dear Bride-to-be: Check your mail¬ 
box tomorrow. I just mailed you our bro¬ 
chure. You can’t miss it. It will arrive in an 
envelope with a beautiful bride printed on it 
along with our name, Acme Entertainment. 

Read the brochure. It gives you a good feel 
for our quality and professionalism. If it 
looks like we fit your style, call me at xxx- 
xxxx without obligation to check on available 
dates. 

Thank-you, 

John Williams, Owner 

Acme Entertainment 

Another e-mail strategy Is to Instead send 
the e-mail the day after your mail is scheduled to 
reach your prospect. It's very similar to the ap¬ 
proach used above: 

SUBJECT; Did you receive our brochure in 
the mail yet? 

BODY: Dear Bride-to-be: I just mailed you 
our brochure. You should have received it 
yesterday. You can’t miss it. It's the one that 
came in an envelope with a beautiful bride 


printed on it along with our name, Acme 
Entertainment. 

Read the brochure. It gives you a good feel 
for our quality and professionalism. If it 
looks like we fit your style, call me at xxx- 
xxxx without obligation to check on available 
dates. 

Thank-you, 

John Williams, Owner 

Acme Entertainment 

P.S. If the brochure hasn’t arrived yet, learn 
more immediately at our website: www. 
AcmeEntertainment.com. 

So, when you think"mail," remember that 
direct mail—that actual, physical, paper-based 
format—is still a via option for DJ marketing, even 
in this virtual age. In fact, it just might be the thing 
to distinguish you from the rest of the pack. m 

Tom Quineri^ President of Breakthrough Markefmg, /nc. a 
fuB-iervice company that creoles marketing campaigns, 
brochures, matching business cards, postcards, and 
websites for mobile disc jockeys. You can view their 
products at www.BreakthroughBrochures.com, or caH for a 
FREE Sample Kit at 1-800-8 / 0-4152. 
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We email offers for gigs 
in your area being held 

specifying: 

DATE TIME 

PLACE PAYMEMT 

TYPEOFEVEVT 

Just respond with 
or within 24 hours. 


more than doubie 


iom oui ncitiorivvidc 

blcUt tillifiti in ytkiji t/ptn 



Here’s your chance to give input that will help shape 
the future of the mobile DJ industry. Thousands of 
dollars in prizes will be randomly awarded to people 
that complete the survey: the largest ever of the 
mobile DJ industry! Stand, be counted, WIN BIG! 

WHAT WEBSITES DO YOU VISIT? ARgVfOU GOING INTO VIDEO D3ING THE 


KINES DO YOU READ? WHAT TYPES OF^GaSS DdYOU 

. 1 . —"i if - ■-'v 






LOCAL. DJ SHOW? WHAT WEBSITES DO YOU VI 
YEAR? WHAT MAGAZINES DO YOU READ? WHAT TYPES OF GIGS DO YOU 
DO YOU USE A MONTHLY MUSIC SERVICE .. REMIXES? HOW DO YOU GET 
MAIL ORDER, LOCAL, DJ SHOW? WHAT WEBSITES DO YOU VTSIT? ARE YO’ 


DJING THIS YEAR? WHAT MAGAZINES DO YOU READ? WHAT TYPES OF G1 
HOW MANY? DO YOU USE A MONTHLY MUSIC SERVICE, ,. REMIXES? HOY, 
EOUIPMENT... MAIL ORDER, LOCAL, DJ ISHOVV'^ WHAT WEBSITES DO YOU 
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Independent Music 
Independent recording artist 


#r W/ ii^i ih 


1 i'\K iA: 


or Rocldfr 


;juLij 

* club * mbcs 


mcjble* 


M Viiur Advance Goiur! leieaseDate: Sept'08 




Gnit In 'nnens * Teens * Sweet Sixteens * Bat/Bar Mltnahs 
Jast ike MTV-Sweet Sixteen style! Ur Bonna Luv It! 




Performing LIVE at Resorts 
Tuesday, Aug 12th 
Boogie Nights -11 pm - 4am! 


eirirarnmps featuring Earl Young "Disco Inferno" 
Randy Jon^s® Cowboy Village People) "YMCA" 
top DJs Johnny Rocks, John Riizo, Sticky Boots, 

and special guests! 


Us for More Info! 

Catz Entertainment / (516) 593-5045 
wannabeadj@catzentertainment.com 
www.myspace.com/catzentertainment 
www.myspace.com/amberRoseMarieMusic 


mo bile beat, com 


57 


























MobneBeat 





t seems as though it should 
be a pretty simple, straight¬ 
forward proposition, right? 
Where should I place my 
speakers for the best possible 
sound? The only simple answer 
is that you should point the loud 
part towards the people. The best 
answer comes courtesy of Pat 
Brown (Syn-Aud-Con) when he 
says, "It depends." 

To understand what happens when we 
push an electrical signal through our speakers 
and make those transducers move, we have to 
discuss several principals of acoustics, includ¬ 
ing not only the loudspeaker's characteristics 
and the properties of the system, but also the 
room's acoustic properties. 

THE SPEAKER 

Let's start with the loudspeaker. Every loud¬ 
speaker should be engineered for a specific 
purpose, and corresponding data should be 
available to you regarding the properties 
of your loudspeaker (or one you intend to 
purchase). Frankly, some loudspeakers have 
questionable engineering, and the data (or 
lack thereof) may reflect that If a loudspeaker 
promises an astronomical power handling or 
maximum SPL for a very low price, caveat emp- 
tor (buyer beware). I remember a kid bragging 
to me about how his loudspeaker was 10,000 
watts and cost only $200.1 suggested to him 


By Ben Stowe, CTS 

that it was 10,000 watts only if lightning struck 
it, and then only briefly. 

So, trusting that the data is accurate, 
here are some considerations for loudspeaker 
placement. 

DIRECTIVITY 

We can control the direction of the sound com¬ 
ing from the loudspeaker using either physical 
boundaries, such as a horn, or by using multiple 
transducers that create constructive and de- 
constructive interference in the sound to shape 
it.This, however, is only effective down to a 
certain frequency, called the "break frequency" 
where the pattern begins to fall apart.The 
break frequency is relative to the size of the 
cone-type woofer and/or the horn mouth size. 
The larger the horn mouth, the lower the break 
frequency. Likewise, the larger the cone -type 
speaker, the lower the break frequency. For ex¬ 
ample, a 15" woofer begins to "beam" at roughly 
900Hz. Beaming is a phenomenon that occurs 
when the wavelength of the sound produced 
approaches and becomes smaller than the size 
of the cone-type speaker. We can calculate the 
wavelength in inches by taking the speed of 
sound divided by the frequency (roughly 1128 
feet per second, variable due to humidity and 
other factors) and taking the product times 
12. (Example: 900Hz / 1130 = 1.256; 1.256 x 12 
= 15.06") We can see the effect of this demon¬ 
strated in Figures 1 and 2 (opposite page). Fig. 1 
shows us a 2-way speaker with a 15" woofer and 
a 60® X 60® horn at 1 kHz, above the 900Hz beam 
of a 15" woofer. The black lines demonstrate 60® 
horizontal, and the colored bands represent 
Sound Pressure Level (SPL) starting with the 
loudest in the small yellow oval, and being 


reduced by 3 decibels with each progressive 
colored band. We see the loudspeaker behaving 
very well, and holding very true to its specified 
60® pattern. Fig. 2 shows the same loudspeaker 
being modeled at 500Hz, and here we can see 
that the pattern is essentially non-existent. It is 
important to note that the loudspeaker mod¬ 
eled is a very high quality loudspeaker and 
behaves largely as advertised. 

The placement of transducers inside a 
speaker box and combinations of boxes will 
also have dramatic effect on our sound, and 
this sound is frequency-specific. When spacing 
between drivers is less than Y4 of a wavelength, 
they will sum and work as a single unit. When 
the spacing is greater than the devices will 
begin to create some off-axis comb filtering, 
mearsing alternating areas of increased and 
decreased loudness in the listening area, We 
often see this kind of problem when speakers 
must be placed because of a room's particular 
layout without regard to the acoustic conse¬ 
quences. Since we know that the interference 
is frequency-specific, we may have to make 
some compromises here. We have to carry a 
"one-size-fits-most"rig without the luxury of 
engineering a specific system for a specific 
room, and we have to make sure that it sounds 
the best it can. Good sound, after all, is likely 
part of what our client hired us to provide. I 
can't imagine any client being pleased with 
the overall product if the sound is bad, regard¬ 
less of how talented the entertainer is. 

Given this challenge, and a rather broad 
range of frequencies in program audio, we 
may have to choose what matters most. I tend 
to focus on 400 Hz to 4 kHz. In this range you 
have most speech intelligibility, particularly 
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Fig. 1 Rg. 2 


important for toasts, announcements and 
the like. We also should consider where we 
want the sound. By knowing how the waves 
of sound will interact and where problems are 
going to occur, we can move those problems 
out of the listening area. 

CONSTRUCTING A SYSTEM 
Knowing that the interactions are going to 
be frequency-specific, we can place our vari¬ 
ous loudspeaker boxes in different areas to 
maximize their performance and minimize our 
problems. Subwoofers, for example, couple 
very well when placed near each other; and 
by altering the distance between subwoofer 
boxes, I can shape the sound to cover a wider or 
narrower dancefloor optimally.To avoid phase 
cancellation on higher frequency boxes, we 
should either array them so that the patterns of 
the horns do not overlap, or place them further 
apart, (Again, understanding that we may not 
have the luxury of putting them exactly where 
we want them,) More boxes are not necessar¬ 
ily the best solution, and in many cases can do 
more harm than good. Large array systems are 
used at concerts to accomplish very specific 
tasks. Often months are spent planning a con¬ 
cert system by engineers using complex soft¬ 
ware and algorithms. Then, specific signal pro¬ 
cessing is used to ensure that the signal being 
passed corresponds to the desired effect of the 
overall system. Buying up a myriad of speakers 
and piling them up haphazardly will likely pro¬ 
duce less than desirable results. Besides that, 
while the"rockshow"look may strike some as 
cool, I prefer to spend more effort as an enter¬ 
tainer, not a roadie. 1 prefer to use the fewest 
boxes necessary to accomplish the task, but no 


less than what is necessary. It probably sounds 
like a sales pitch, but the fact remains that you 
often get what you pay for. Spend a little more 
on a high-quality, high-performance system. 
You'll worry less, and carry less. 

THE ROOM 

A room's acoustic properties can vary greatly. 
The size, shape and building materials affect 
the sound dramatically. Some surfaces absorb 
sound, while others reflect it. A room with a lot 
of reflective surfaces is considered very "live" 
When we energize that room with amplified 
sound, that sound "lives" a very long time. As 
the sound waves bounce back into the listen¬ 
ing area off of these surfaces they will interact 
with the newly generated waves.They can 
greatly impact intelligibility and clarity. The 
point at which the reflected sound is perceived 
to be as loud as the directly generated sound is 
called the "critical distance." 

Likewise, a very "dead" room, or a room 
with largely absorptive qualities can present 
challenges to a sound system. If you've ever 
had the opportunity to hold a conversation in a 
true anechoic chamber, it's really quite amazing 
to discover how much we rely on reverberant 
and reflected sound when we listen. When our 
system designers are working on the technical 
drawings for an installation, they consider RT60 
(reverb time), critical distance, direct SPL, RASTI 
(Rapid Speech Transmission Index) and a num¬ 
ber of other benchmarks, as they pertain to 
that particular room and the proposed system. 
This can take months and is impractical for the 
mobile entertainer. It might be fun if you play 
a particular venue often, but likely we need to 
work on the best possible compromise. 


THE CONCLUSION 

All this being said, the most pragmatic solution 
is to use a good, quality loudspeaker that will 
produce good, clear sound and hold to its pat¬ 
tern well. Place high-frequency boxes to afford 
maximum coverage of the listening area while 
avoiding as much overlap of the horn patterns 
as is possible in the listening area. Place sub¬ 
woofers according to the listening area as well, 
bearing in mind the effect you will have on the 
directionality of the pattern as you space the 
subwoofers further than a wavelength apart. 
Lastly, I think most of us benefit far more from 
hands-on learning than we do from reading the 
rantings of some geek, such as you've just en¬ 
dured. Take the principles IVe presented in this 
article into the real world and begin to experi¬ 
ence them in an actual application.Try spacing 
your speakers closer and further, while playing 
some familiar program audio. Also utilize pink 
noise containing a full bandwidth of sound. 

It will sound like very annoying static, but as 
you move around the room you will notice 
certain frequencies becoming more prominent. 
This IS due to both their interaction from the 
directionality of the loudspeaker, and also the 
acoustic properties of the room. A sweepable 
tone generator is also a great deal of fun on a 
rainy day. It can help you better understand the 
interactions of specific frequencies at different 
placements, which will, in turn, help you deter¬ 
mine optimal placement for the specific task. 
Beyond that, resonant frequencies in the room 
can be filtered out using your EQ. Good speaker 
placement fundamentals, coupled with good 
signal management will create the best pos¬ 
sible sound for your event. 
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Practical tips for 




By Stu Chisholm 

Qlnce the beginning of 
my career as a mobile DJ, 
I've read any number of 
highly technical manuals, reports, 
papers and books on PA sound. 
Some contained page after page 
of charts, calculations and other 
formulae to achieve the best 
possible sound in any venue. Yet if 
you're anything like me, not only 
do numbers bore you to tears, 
but you'll run across real world 
conditions that will make all of the 
facts and figures irrelevant; if it 
sounds bad, it doesn't matter how 
correct the math might be! 


MobaeBeat 



floor Even 
though they 
had 15" woofers, 
piezoelectric tweeters 
and horn midrange driv¬ 
ers, being driven by over 300 watts 
per side, the sound was weak to say the least. To 
combat this effect, some DJs simply buy bigger, 
taller cabinets requiring more and more power. 
Yet according to the experts, those smaller speak¬ 
ers would work just fine if they were placed on 
stands. For every foot off of the floor, the experts 
say, the perceived volume level can increase by 
about 3d8 (decibels). 


he gets 
feedback. 
Unfortunately, 
the same thing that 
prevents his feedback 
also prevents the speakers from 
sounding good; the sound is thrown over the 
heads of listeners! The effect is muddy sound, 
a bit worse than if they'd simply been placed 
on a floor. It seems that there is a break-even 
point, and depending on the way your speak¬ 
ers throw sound, it is at about head height. So 
raise your speakers, but don't get carried away. If 
feedback is really a problem, invest in a feedback 
eliminator. 


THE GOLDEN RULEOF SOUND 

After confronting many different situations where 
the rules all seemed to break down, I eventually 
discovered the First Rule of Good Sound: No Rule 
Is Absolute! What works in one venue might not 
work in another. So a good DJ will simply do what 
works. Begin doing what the experts advice, but 
when things don't go according to plan, it's time 
for a bit of experimentation. 

So let's begin with a very basic mobile DJ 
set-up and move onward to see how this applies 
in the real world. The very first DJ rig I saw had 
two good-sized speaker cabinets sitting on the 


THREE IS A MAGIC NUMBER 

A 3dB increase is what it takes for the human ear 
to notice a difference in volume. So a modest 
speaker cabinet placed up on a speaker stand 
from three to four feet off the floor can sound 
more than twice as loud without any additional 
power! In the real world, though, there is a liinit. 

I discovered it one day when, after setting-up my 
rig in a ballroom, I wandered over to say hello to 
the DJ in the next room. He had his speakers on 
stands that he had pushed all the way up to the 
ceiling] After trying to figure it out for a moment, 
1 just had to ask why. He explained that he uses a 
wireless headset, and if the speakers are too low. 


THE'V"FACTOR 

Another oft-suggested tip from the pros is to 
angle your speakers toward the very back of the 
room, lining them up in an imaginary "V"almed at 
a single point. For the typical DJ, this will normally 
be fine, giving a nice stereo image on the dance 
floor and filling the room with adequate sound. 
Yet again, the real world can intrude. When sound 
waves cross, they can have a cancellation effect, 
creating voids where sound is either weak or 
oscillates, going up and down tn volume.This can 
become a problem depending on several factors, 
including the speaker's throw pattern, the angles 
of the walls, the wallpaper, furniture, windows 
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Learn from the 
pros, but add to 
that knowledge 
base with your real 
world experience. 


and so on. Without extensive professional com¬ 
puter modeling, this phenomenon is unpredict¬ 
able. The cure is to experiment with speaker 
placement and angles, Arrive early! 

COUPLES THAT STAY TOGETHER... 

In a larger venue, a DJ might decide to employ 
more than two speakers. Rather than simply put¬ 
ting speakers everywhere, a savvy DJ may take 
advantage of a phenomenon called "acoustic 
coupling"This happens when two speakers are 
placed side-by-side and physically touching. (A 
Velcro strap or bungee cord can be used to give 
solid contact.} This gives an instant 3dB boost 
without any additional power required! (Of 
course, your amp will be running in 4 ohms, or 
your powered speakers will add more power by 
their nature.) Acoustic coupling is a good solution 
for tight spaces. 

HERE COMES DA BOOMi 

The next level of DJ rig will have at least one 
subwoofer, and subs add a whole new set of 
variables. Most are designed to be plugged-in, 
pointed in the direction of the dance floor and 
forgotten about, and in most situations theyJi 
work exactly as advertised. Yet one day you'li 
fire-up your system and wonder if you forgot to 



switch on the sub! Where 
did the bass go? Or maybe 
the opposite happened, and the 
bass is crazy ioud! What gives? 

The short answer is usualiy "base¬ 
ment" or "stage" in a venue with a basement, 
your bass waves (sound) can end up downstairs! 
Bass can travel through most waiis and fioors, 
and can aiso be guided by them.That means 
your bass is NOT on your dance fioor, and might 
even be annoying guests in the next room! The 
opposite can happen with a stage, which can 
act as a resonating cavity; a good natural bass 
amplifier.The only good cure is to experiment 
with speaker placement. Try moving it off of 
the stage, and / or away from a nearby wall. You 
might experience substantial"backwave" where 
the bass sounds louder behind the cabinet than 
in front. IVe actually turned my bass cabinets 
completely around to put the bass where It 
belongs. (File this technique under "whatever 
works.") 

A building's acoustics can also help to ere- 
ate standing bass waves; annoying bass “hot 
spots" that can rob your dance floor of sound and 
give party guests at a single table a headache! 
This happens most often with two or more bass 


bins, so 

the cure usually involves moving them apart 
or closer together until it disappears. In fact, as 
long as they're working properly, almost alt bass 
problems can be solved by moving the cabinets 
around. 

IT TAKES TWO 

As with the high-end cabinets, subwoofers can 
also be acoustically coupled to produce more 
bass. In larger venues, those with conditions that 
absorb bass, or an outdoor setting, this is a neat 
trick to have in one's technical repertoire. 

For most DJs with average-sized parties 
and equipment, the above techniques will be 
much more helpful than all of those books, pa¬ 
pers and reports.The bottom line is to let your 
ears be the judge. Learn from the pros, but add 
to that knowledge base with your real world 
experience. 
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Ben Miller 

n 2002,1 was teaching high 
school full time, and DJing part 
time, i was driving over an hour 
each way to get to the school that 
I was teaching at, and still meeting 
with clients every night. My desire 
was to become self-employed. 
Based on how full my calendar 
was, I knew that I wasn't going to 
pay the bills without some other 
residual income. 

While DJing at a local hotel, I struck up a conver¬ 
sation with the banquet manager about their 
A/V. I knew that they didn't own any of their own 
equipment... and I later found out that they 
weren't getting any type of discount from their 
current provider. 

I had been doing video dance parties for 
quite some time, which meant I already owned a 
projector and a screen. The hotel had their own 
screens (hung from the ceiling), and they were 
currently charging their clients $250 for a projec¬ 
tor for the day (they were also paying $250 for the 
projector). 

I started doing some math in my head. I 
asked how often they rented out projectors.Their 
answer: about once a week. I came up with what I 
thought was a revolutionary idea that would help 
both the hotel and me. I would rent them my 


projector for $200, and they would continue to 
charge $250.That means that 1 would hopefully 
make an extra $S00/month. 

Immediately the banquet manager's re¬ 
sponse to me was "There is no money in just rent¬ 
ing one item, you have to rent it all." 

FALLING INTO PLACE 

I eventually started having meetings with the 
banquet manager, the food and beverage direc¬ 
tor, and the director of sales and catering. Almost 
every conference center has staff in those posi¬ 
tions. Figuring out the flow chart of who is more 
important that whom is very difficult so make 
sure that you share the same information with 
everyone. 

After several weeks of talks and negotia¬ 
tions, I was scheduled for a meeting with the 
director of sales and catering on a Tuesday. After 
we sat and chatted for a few minutes, she said 
''Here's what I need for Thursday: two wireless 
lavalier microphones, a wireless handheld, and an 
LCD projector. Can you do that for me?" My re¬ 
sponse was what it always is when someone asks 
me to do something outside of what I'm capable 



of: "Sure!" 

I had the LCD projector, and technically I 
could steal the wireless handheld out of my DJ 
rack, but I didn't want anyone else using my per¬ 
formance microphone (and I still don't). I immedi¬ 
ately got on the phone and called a national sup¬ 
plier of equipment with my credit card in hand. 

Two things happened that day, I started 
my Audio/Vtsual company, and I started a re¬ 
volving amount of Credit Card debt that I'm still 
enjoying today.The first order of equipment 
was small enough, but the cost adds up when 
you have to overnight equipment in. And that's 
when you're lucky enough to have two days 
worth of notice. 

FILLING THE NICHE 

I'm in a third-tier market. There aren't any con¬ 
ference centers around me that have their own 
in-house A/V company or staff. There just isn't 
enough A/V business to support it. However, 
all conference centers want to have excellent 
equipment for their clients. So I was able, as my 
business (and stock of A/V) grew, approach other 
hotels and conference centers to solicit their busi- 
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ness, For the most part, I had preexisting relation¬ 
ships with many of the banquet managers that I 
was approaching, and I was a seasoned veteran of 
the A/V game, not nearly as wet behind the ears 
as I was with my first clients. 

Over the last 6 years, IVe filled a warehouse 
with equipment. The most popular rentals are 
wireless microphones (lavalier and handheld} 
Podium Microphones (SMSSs), and tripod screens 
(for small meeting rooms). We used to get a lot of 
business renting overhead projectors, but now 
everything has moved to LCD projectors. 

Starting out, I had just one projector a 
couple of tripod screens, and 4-5 wireless devices. 
I bought wireless kits that I could use either a 
handheld or lavalier with, which kept my cost 
down slightly. 

We also rented small mixers quite often, 
as my predecessor would rent them use as a 
converter to take audio from laptops, CD play¬ 
ers, iPods, etc. to XLR {which is what is built into 
the wall). 

I would also get some business as an "A/V 
Tech," which means I can charge $75/hour to just 
be myself and help troubleshoot problems or just 
be on site during an important meeting. 

BOTTOM-FEEDERS BEWARE 

In the last six months, Lve had several clients call, 
because they have been contacted by other DJs 
wanting in on the AV business. I don't know what 
it is about DJs, but they certainly follow a pattern. 


get into this business, or earn respect. Here's an 
example: In my market, we charge $85 for a wire¬ 
less microphone. In a second tier market, you can 
expect to pay $125-150. In a major city, (which 
the conference center most likely has their own in 


MY WAREHOUSE INCLUDES 

LCD Projectors { 2,200 Lumens 
- 2,500 Lumens) 

v'/ireless Lavalier Microphones 

Witciless Handheld Micropliones 

M Xv-rs (everything from 4mharm 
'i(H tii 3:’-channel) 

S: a tT 1 j ' i i n g/Tr u s s i n g 

St ape Drapery 

■' X 6 5Liecns 

(1 X 8 Si ens 

/ X 1 0 Screens 

9x12 Screens 

Dress Kits for' Screens 

Povverea Speakers (Mackie / 

B-ose.i 

Spot a a his 

Video Scan Converters 
Video Scalers 

Mm I DV Video Cameras / Tripods 

CD Piavers 

Casse'te Recorders 

LCD TVs 

Plasma TVs 

I'ripod Scaeer s 

Lots of Wired Microphones 

Overhead Projectors 

Thousands of feet of XLR and 
other patch cables. 

220 Amp Power Distribution Box. 


She said “Here’s 
what I need: two 
wireless lavalier 
microphones, 
a wireless 
handheld, and an 
LCD projector. 

Can you do 
that for me?” 
My response 
was...“Sure!” 

Rather than buying the best gear available, sever¬ 
al have gone out and purchase VERY cheap gear, 
and offered to provide "the exact same service as 
me"for less than a third of my price. 

The difference is, that unlike a wedding 
reception, sometimes client's A/V bill will be 
60-90% of their total amount spent at the confer¬ 
ence center. They're having important meetings 
with the chairman of the board in the room, and 
they expect everything to be perfect. 

I can teil you going cheap isn't the way to 
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house AV company), clients are paying $150-200, 

If youVe interested in getting started, don't 
try to undercut your competition by charging a 
third of what they do. You won't make any mon¬ 
ey, and you'll have more headaches than you've 
ever bargained for. 1 was fortunate enough to 
not have to come up with my own rates, I just 
adopted the rates from the previous company, 
which I thought was more than fair. 

SPREADING THE WEALTH 

In major markets, the conference center gets as 
much as 50% of the A/V bill, and small towns get 
as little as 15%,This is often how you get your 
first clients. Offer to provide the same quality 
service, the same quality equipment, and the 
conference center gets a higher cut than they 
have now. Be prepared to be patient though, 
most conference centers sign a 2-3 year contract 
in order to get the deal they have, and then rene¬ 
gotiate each time it comes up for renewal. 

Again, the percentage isn't something that 
you can drastically undercut.To keep up with cli¬ 
ents demands, broken equipment, and new tech¬ 
nology, youVe probably going to spend about 


40-50% of your new A/V income on equipment 
(if you want to be full service)/When it means if 
you offer a 25% discount on your services, you 
have a potential to only make 25%, 

I have a client that comes in every year, and 
I purchased some very specific equipment for 
them. The catch is, I've got what they want, but 
the rental fee {used Just a few times a year) will 
never pay for itself. So, you have to remember, 
while you feel like you could never charge $85- 
$150 for a wireless microphone, that rental is 
helping fund the other items that you need that 
hardly ever go out 

AT YOUR SERVICE 

Many of the conference centers we dealt with 
used Nextel phones, so I bought Nextel phones 
for my staff and me. I had one of my staff move 
into an apartment directly behind our biggest cli¬ 
ent, and I can't tell you how many times Tve left a 
round of golf early, only to rush to my office, grab 
a microphone or a specific cord and take it over 
to the conference center. 

You'll be delivering equipment starting at 
5:00am, and often picking up equipment until 


midnight. Conference centers will book multiple 
events and 'turn'the room in the middle of the 
day, which means you've got to be there when 
they turn the room to pick up your equipment 
from the morning, or to drop equipment off for 
the next meeting. 

I've said for many years now that I'm ready 
to get out of the A/V business. My equipment 
gets destroyed, spilled on, and lost (or stolen). 

I've replaced tens of thousands of dollars of 
equipment over the years. However, as your 
company grows, the financial benefits (mostly!) 
outweigh the stress. 

I've got to run! I've got to deliver 12 podium 
microphones, 4 lavaliers, 3 fast-fold screens, 4 
mixers, and enough XLR cables to go to the sun 
and back, all for a meeting that starts at 6:00am 
tomorrow morning! ^i/-j 

Ben Milter, with hi^ company Premier Enrerrainment, 
ha^ been performing in ar)d around Central illinois for 
over 14years, providing mobile entertainment, audio¬ 
visual services and more. Sen has held various leadership 
positions with the nationai organization of the American 
Disc Jockey Association 
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MSR 12X 
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MSR1200SADE 
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$24? 

$1.99 
$5.89 

$5.99 

$4.44 

S3 94 

$ 4.99 

$2.49 
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FReS SHIFPINGI 


Popular Halogen Lamps 


Lamp 
‘4 51 -I 

BRL 

DDL 

DRA 

DYS300W 

DYS 603 A 

EFP 

EHJ 

CLC 


Price Lamp 
$4.99 ELH 

S 4 a 6 tux 

$2.49 EWC 

$3.39 EVD 
$239 EXN 
$5.59 FXL 
$4.99 LC150 
$4.99 LL200 
$2.49 078500 


Lf- 

OMX Scanner $117 
Moonftoivef $58 





$119 yearly includes: 

Eco Friendly Business Operations 
Full online event admin 
Expanded accounting system 
Add-Ons for detailing your events 
Equipment Assignments 
Many reports to track your business 
24/7 web access - GUARANTEED 
Outlook*/Palm™ OS Integration 
DJ Intelligence Integration 

/ Live constant free upgrades 

Monthly detailed booking calendar 
' Event mapping through Google Maps 
Multiple employee event assigning 
Controlled multi-employee access 
Staff Time-Off system 
Search for bookings/customer calls 
Automatic Event Email Reminders 
Unlimited custom booking options 
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E very DJ has had someone ask 
them to turn down the music 
at some time or another. 
They'll even make this request when 
you are playing soft dinner music. 
They'll often precede the request 
with a flowery compliment to soften 
the blow... "You're doing a great 
job, but can you turn it down just a 
bit, we're trying to talk." How should 
you handle it? 

CARELESS WHISPER 

Quite often it isn't as much about the actual volume 
as it is about the proximity of the listener to the 
sound source. I was playing very soft, pre-dinner 
background music for a Rotary Club annual din¬ 
ner/dance when the head of the local Chamber 
of Commerce, who was seated at the very first 
table right in front of me, came up and barked, 
"There's no reason that you have to blast us out 
of our seats!" You can believe me when I tell you, 
the speakers were raised on stands well above 
seated ear level and the volume was at a whisper 
compared to where it should have been set for the 
350 guests in attendance, some of whom could not 
even tell there was music playing at the very back 
of the room. Is there a universal solution to this 
common DJ dilemma? 

THE CLOSER I GET TO YOU 

In the past, in an effort to lower the volume at the 
source and still cover an entire large area, I have 
tried multiple speakers spaced equally around a 
very large or odd-shaped room.This creates several 
new problems. If you don't apply time-alignment 
correction technology to the signal processing, 
multi-speaker setups will produce that familiar time- 
delay echo you've heard from a baseball park's PA 
system. Secondly, you really need to run wireless on 
multi-speaker coverage if possible, unless you want 
to spend hours running miles of cable and taping 
it all down for safety. And worst of all, even at the 
perfect volume level with a flawlessly time-aligned, 
wireless, multi-speaker configuration covering a 
huge room, you now run the risk of receiving mul¬ 
tiple "proximity-related" volume complaints from 
the closest table at each and every speaker location, 
instead of just one or two tables located right in 
front of you. What's a well-intentioned DJ to do? 

Let me suggest some ways of handling this 
problem—most of which should be applied before 
any complaint has even be made. 

MOVIN'OUT 

Let your client know in advance that the volume of 
the music will always be louder closer to the music 
source. If guest tables at the venue are located 
quite nearby the DJ system and cannot be moved, 
suggest that the seating plans involving tables of 
important dignitaries or older guests be relocated 
accordingly, for their enjoyment. Younger guests 
up front are much less likely to complain. If possible 
in advance, suggest that your OJ table be centered 
directly in front of the dance floor, rather than off to 
one side or right next to a table full of guests. 


HOT IN HERE 

To explain it to someone in even simpler terms, 
listener proximity can be compared to a traditional 
steam-heat radiator. In order to heat a cold room, 
an old-fashioned radiator has to maintain a mini¬ 
mum level of heat that warms the entire room, but 
it would seem much too hot for anyone sitting right 
next to the radiator. You don't turn the heat down 
for that one person and let everyone else freeze 
if you can possibly move that person away from 
the hot radiator. After you've explained it like that, 
they'll still say,"Yes, but can you turn It down, we're 
trying to talk "Seating younger guests up front 
really helps avoid the problem. (No, not because 
they have better circulation—l'm done with the 
radiator analogy and back to talking about the 
music volume!) If the client suggests keeping the 
music lower, you should explain that lowering the 

IMobody ever 
tipped me 
after their 
event because 



had great 
conversations 
at their tables. 

volume to a level that is comfortable for dignitaries 
or older folks up front at the closest table erases 
your dynamic impact on the crowd and makes it 
impossible to ignite the audience and get everyone 
dancing* At that point, unfortunately, many a client 
makes a decision that we must obey, which also 
sinks the party. FACT: Music played at background 
volume level will almost always be ignored by po¬ 
tential dancers as, welL,*merely background music. 

FIGHT FOR YOUR RIGHT 

My private philosophy is very clear: After the mea/, 
they^e not paying me to let non-dancers talk, 
theyye paying me to make non-dancers dance. 
Nobody ever tipped me after their event because 
everyone had great conversations at their tables, 

Interestingly, most "volume complainers" are 
people who NEVER go out to hear live" music. If 
they did, they'd know how reasonable the volume 
of your dance music really is when compared to 
being up close at a really large concert-type event. 
Funny how concert-goers in the first 10 rows never 
give Bruce Springsteen any grief that he's too loud 
for 50,000 people. 

MY WAY 

Unless instructed by my client or the venue, 

I rarely allow anyone to regulate the volume 
based on one personal opinion of what over¬ 
all volume level is appropriate, especially if 
they are sitting right in front of the speakers. 
Remember...YOU are the hired music profes¬ 
sional. The volume is intentionally going to be 
different at different times during the same 
event. Use reasonable audience comments and 


visible indicators (like people leaning much clos¬ 
er than normal just to be heard while conversing 
at the table) along with your own Judgment to 
arrive at a good volume"compromise.''After you 
factor In the room size, audience size and table 
proximity, set the volume based on exactly what 
you hope to accomplish with the music at that 
given moment during the event. Do you want to 
generate "excitement" during the introductions? 
Permit comfortable conversation during din¬ 
ner? Draw attention to a pre-planned formality? 
Incite everyone to dance after the meal? Diffuse 
the excitement and wind down when It's time to 
leave? These things cannot be accomplished at a 
constant volume level. 

DIRTY 

Make other acoustical adjustments as needed to 
room EQ, Input gain (some songs are much "hot¬ 
ter" than others and their "red" signals should be 
attenuated right away), compression, noise-gate, 
limiter, and master volume* Always remember 
that a"clean"clear, properly attenuated signal or 
a distorted, overdriven signal will each be ampli¬ 
fied exactly as you've sent them from your mixer 
Only one will sound great coming out of the 
speakers after amplification; the other won't—at 
any volume. 

BELIEVE IN ME 

Don't be afraid to alter speaker position or place¬ 
ment at any time as needed. Simply put, you 
need to believe in your own ears, knowledge and 
common sense. It's not conceited or pompous 
for any experienced mobile DJ (given undam¬ 
aged hearing) to assume that he or she is the 
most qualified person in the room to actually 
determine the volume level required to make the 
event a success. It's part of why you were hired. 

LAUGH, LAUGH 

A far less stressful way to resolve the problem in 
advance is with personality and humor. Get to 
know the folks at those tables right in front of 
you BEFORE the music needs to be increased in 
volume* I like to joke around with them, asking if 
they "paid extra to get such good seats up front" 
or saying "Wow, you must have connections" or 
"I guess I'll have to play all your requests, since 
you can reach the plug from here!" If they ask me 
if it's going to be loud, I'll quip, "Actually, you'll be 
begging me to turn it up." If they're older (which 
means the client didn't heed my seating advice) 
I'll sometimes tell them,"The volume won't be a 
problem for this table, since I can tell you're 'party 
animals'from way back and you'll probably all 
be out on the dance floor all night." If they laugh, 
then you can usually get away with playing 
closer to the volume necessary to rock the crowd 
since you've won them over In advance. 

If all else fails, have a few pair of unused ear¬ 
plugs available for guests at that first table. Hell, it 
can't hurt to offer! !uZI] 

Michael Edwards is the president of Michael Edwards 
Enterprises, inc. and owner ofwww.getadj.com, www. 
djsiastmintJte.com and www.djbids.com. Full-time since 1979, 
Mike is one of 22 AliStar DJs at his agency in Andover, MA. A 
member of the Mobile Beat Advisory Board & the American 
Disc Jockey Association, Mike can be contacted at 978-470- 
4700 or info^getadjxom. 
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By J. Richard Roberts 

F or some, a basic sound 
and light show will do. Two 
speakers on tripods, a tree 
of lights and a little charisma are 
all that is needed. They enjoy the 
short set-up time and their ability 
to catch the drive-through across 
the street before it closes on their 
way home. Laughable to them are 
the crazy people who bring in a 
show that amazes their crowd; you 
know, the DJ who custom-designs 
a killer sound and lighting rig for 
the big show. 

FOR THE BIG GIG 

If you're like me, however (not a one-show-fits-all 
DJ), you appreciate industrial-grade equipment. 
The Arena Hazer from Chauvet is a prime ex¬ 
ample—capable of outputting 20,000 cfm (cubic 
feet per minute). It can fill an NBA-sized basket¬ 
ball arena in a matter of minutes. 

Calling a product an "arena" anything is a 
bold gesture—kind of like Babe Ruth pointing 
over left field. In this case, Chauvet connects. 

With its slick black flight-style case, complete 
with lockable casters, it looks like it belongs on 
tour. For such a large output, it boasts a some¬ 
what small frame at roughly 20 Inches square. As 
for weight, the 77 lbs. may seem bulky, but the 
casters make it easily mobile. Getting inside and 
refilling the hazer is made easy with a removable 
front panel, top and rear access doors, and the 
extremely thoughtful addition of a funnel. (If I 
had a dollar for every time I spilled sticky fog juice 
all over, I would be a wealthy person.) As standard 
with most of their products, Chauvet has guaran¬ 



teed a 2-year limited warranty that protects your 
investment against mechanical failure. 

BLOW THEM AWAY 

Common on production-level units (not so much 
on DJ models), the Arena Hazer comes with a 
multidirectional blower mounted underneath 
to enhance the throw and allow output of up to 
20,000 cfm,This blower is controllable via dip- 
switch or knob, each easily accessed through the 
rear door. Its 600-watt heater has no duty cycle. 
For me, it provided a consistent light haze all 
night long. 

Control is a very big issue with haze. You 
need Just enough to do the job, but not so much 
to make people believe they are in danger of 
suffocating. The Arena Hazer features remote 
control (25'corded), 2/3 channel DMX, or the 
control panel on the rear. Whether it was an event 
with 1,500 kids or a wedding of 150,1 had enough 
control so that I didn't need to worry about over¬ 
kill. The AH can also be activated by sound, which 
is not all that common in hazers. 

THE FOG ROLLS IN 

With the Arena Hazer's different fans and blowers, 
I imagined a steep learning curve. However, the 
only tinkering that needed to be done was with 
the timer and slight adjustments to the direction 
and speed of the blower. 

During my first few tests (in the now-infa- 
mous Mobile Beat testing facility, the Mojo Dojo) 
it was evident that the reason the Arena Hazer 
performed so well was the combination of a large 


core heater and a powerful blower. Within min¬ 
utes, 1 was treated to an even haze that perme¬ 
ated everywhere—a dry, dreamy mist. 

On the road, I took the Arena Hazer along 
on six events. Four of those were high school 
dances, one was a wedding, and the other was 
a sound reinforcement event for a local band. I 
really liked the fact that no matter what the room, 
only a few adjustments to the blower were neces¬ 
sary, leaving time for more important things, like 
sound. Another benefit was that the doors and 
front cover on the AH are lockable with padlock 
holes—to keep those unwanted inquirers.The 
Arena Hazer's weight did originally bother me, 
but then I realized I was transporting the unit 
with fog juice inside. 


THROUGH THE HAZE 

At one event in particular, the building engineers 
insisted that the machine would set off fire alarms 
and cause havoc. After much debate and letter of 
approval from the fire marshall, I was cleared to 
use it—but only if we tested it out the day be¬ 
fore. To put it lightly, the engineers were amazed 
at the perfect the level of haze. This room was 
roughly 3,500 square feet and It was filled in well 
under a minute. 

Remember the DJ from the opening of this 
review? He may have a 100-watt fogger, but that's 
it.The Arena Hazer is not for him. It scares him. 

For me, such a powerful hazer helps tame the big 
jobs. Guys like him and guys like me aren't that 
different^—except one of us can see through the 
haze, www.chauvetlighting.com ^//-j 
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QSC’s GX5 takes the next 
step in the never-ending 
quest for compact power 

By J. Richard Roberts 

Q SC's new GX series 

expands on the idea 
that more power in a 
smaller/lighter package is ideal 
for today's entertainer. The series 
then takes that notion further 
with the addition of more inputs/ 
outputs and QSC's new GuardRair*" 
technology. QSC has always been 
a leader and innovator in amplifier 
technology, so when I got the call 
to test drive the flagship GX5 I was 
excited to put this "cute little amp" 
to the test. 


WHO YOU CALLIN'CUTE? 

At a mere 26 pounds, it would seem logical that 
the output of this amp would be equally as^'light- 
weight"That assumption is wrong. Sure, this amp 
IS great looking, but it is too powerful to be called 
"cute." With an 8-ohm power handling capacity of 
600 watts per channel (single channel drive), the 
GX5 would best be described as"muscular"With 
both channels being driven at 4 ohms, youVe 
looking at a power rating of 700 watts per chan¬ 
nel in an under-30-pound container. 

One of the first things you will notice about 
the GX5 is its shorter depth. It was designed 
specifically to accommodate the constantly tour¬ 
ing entertainer or DJ by being able to fit in small 
effects racks. With the shorter frame, more cables 
can be routed to their appropriate inputs while 
staying out of the way. 

The front also features some space-saving 
ideas with recessed gain knobs and a grated 
ventilation system. LED indicators for clip/signal/ 




power allow for monitoring your amp in even the 
darkest of rooms. 

It seems that QSC really took compatibility 
into consideration when designing the inputs 
and outputs on the GX series. With dual RCA, 

1/4" unbalanced andXLR balanced inputs, there 
is shortage of ways to get signal. On the same 
token, outputs present are Speakon™ (2-pin and 
4-pin), 1 /4", bare wire and banana. All these op¬ 
tions mean more versatility and less need for 
signal-weakening cable adapters. 

LEANING ON THE GUARDRAIL 

The GX series features GuardRail™ technology 
which makes paying close attention to an ampli¬ 
fier during performance a thing of the past While 
one should definitely still watch an amp to see if 
it is being unmercifully overdriven, the GuardRail 
system acts as a cross between a clip limiter and 
a thermal limiter. Acting on its own, the system 
measures the onset of clipping using the clip 
LED. Mild triggering of the LED will not activate 
limiting, but prolonged obnoxious clipping will. 
This heavy clipping sensor then triggers the slow 
limiter to gradually reduce volume until clipping 
is in the reasonable range. 

Aside from clip limiting, with GuardRail on 
duty there is no need for thermal muting. If the 
amplifier overheats, the gain level will slowly be 
lowered, saving you from downtime. Generally, 
the idea behind the feature is that the amp will 
take care of itself and protect itself from damage. 

AGILE CHANNELS 

Another Important feature of the GX series is 
the addition of a built-in crossover, which is 


controlled by a switch near the inputs. When the 
switch is activated, both channels of the amp act 
separately, Channel 1 functions at a subwoofer 
frequency, while Channel 2 converts audio to a 
satellite frequency.The channels are controlled 
independently of each other by the gain knobs 
located on the front of the amp. It should be 
noted, however, that the GX series was only 
designed to power one cabinet per channel. For 
larger setups with two satellites and two sub¬ 
woofers, it is recommended that either a second 
GX series amp be added or the RMX or PLX series 
be considered. 

ROADTRIP! 

First, I used the GX5 to power a pair of 15"two- 
way speakers.These 4-ohm speakers are rated at 
450W RMS, which is a perfect size for the GX5 .1 
found the amp's sound to be extremely clean; it 
did not distort, even when 1 was seriously over¬ 
driving it. I actually pushed the system to point 
where my speakers were at greater risk of blow¬ 
ing than my amp of overheating. 

On my second experiment, I used two 12" 
satellites and two 15" subs. With the crossover on, 
I was impressed at the clarity of the division be¬ 
tween the mid/high frequencies of the satellites 
and the low-range frequencies of the subs. 

QSC has just made setting up a lot easier 
for me with one flip of a switch. Added features 
such as the crossover and the GuardRail limiting 
system have made the GX series an intelligent 
buy. Versatility, flexibility, and transport capability 
are what all mobile entertainers want and need. 
The GX5 has all three, plus the power to keep our 
sound solid, www.qscaudio.com 2ZD 
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Dazzles 

Dress your show with better 
brightness and color 

By Marty DeBergi 

A dding another Gem 

to their treasure trove 
of affordable lighting, 
American DJ's new Quad Gem is 
a 4- or 7-channel fully DMX-able 
light fixture with three operational 
modes. In a nutshell, it is a 4-head 
LED moonflower effect that is 
capable of producing red, green, 
blue and white and has an output 
similar to four 250W bulbs. 

The Quad Gem DMX is ideal for use as a 
centerpiece light with its wide spread and sharp 
beams. When not in DMX mode, the unit uses 
built-in programs in sound-active mode. Other 
features include strobing, electronic dimmers, 
and low power consumption (20 watts per unit), 
and low heat generation, which are signatures of 
the new wave of LED fixtures. 

INSPECTINGTHE SPARKLE 

Getting the light into action, I was able to wash 
the ceiling over the dance floor using only one 
Quad Gem, greatly adding to the party's ambi- 
ance,The colors were bright and vibrant, and the 
patterns in stand-alone sound-active mode did 
not become stale all night. They were constantly 
moving and changing in beat with the music. 

At 11 lbs. and in a metal casing, the Quad 
Gem was quite transportable. Surprisingly (for 
its trapezoidal design), the unit was also well 
balanced which allowed for easy rigging with 
standard "O" clamps. In my applications, I used 
the Quad Gem to add sparkle and dazzle to my 
environment by rigging the fixture at a 45-degree 
angle to the dance floor, covering the ceiling 
above the happily dancing guests. 

One positive feature of the Quad Gem cre¬ 


ated a surprising problem for me: its brightness 
compared to my other fixtures.The reason I used 
the Quad Gem as a ceiling wash was because of 
the constant back-and-forth in light intensity on 
the dance floor between the Quad Gem (really 
bright) and my other LED effects (kind of bright). 
American DJ was able to attain this brightness 
not by adding special LEDs, but by utilizing new 
lens technology. If I had more lights with the in¬ 
tensity of this one, the brightness "see-saw" factor 
wouldn't be an issue for me or my guests, and all 
of my lights would look their best. 

A NECKLACE OF GEMS 

For added oomph, a special system of four Quad 
Gem pros can be purchased along with a Quad 


Array BR bracket, associated cables, and a control¬ 
ler. This system is a perfect addition to any light 
show, providing almost 900 LEDS among the 
four fixtures, helping you shower your guests In 
high-output LED beams. I would recommend this 
system to anyone who wants a serious LED light 
show for a reasonable price. During my test, I saw 
what only one can do: I can imagine the cool fac¬ 
tor you can achieve with the blazing intensity of 
four linked together. 

In any form, the Quad Gem is a great fixture. 
It looks great with or without haze due to its 
brightness, which is a challenge for some other 
LED effects. With one or four, the Quad Gem is sure 
to dazzle your dance floor. 

www americandj .com 
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New Power Amplifier for Bag End Powered Line 




bagendjcom 

886-459-3030 


"Conventional pro audio wisdom has 
always b«n that ihe way to ji-et a danco 
floor shaktn' with bass is to use bulky, 
back-breaking cabinets and power hungry 
amps ... BACi END has rethoughi speaker 
design and come up w ith a way to gel 
tight-fisted hand-tbumpin' bass from a 
system designed for mobility." 

- Robert Lindquist, MOBILE BEAT 
magazine 

With just ahoul every one of our Time- 
Aligned'*' Loudspeakers avai lable pow¬ 
ered by our high efficiency Minima One 
power arnplifier, including the extremely 
high 5PL Opal-R fPicturedJj it is possible 
to gel the unbeatable clarity the Bag End 
name is known lor with a subslanlinil in¬ 
crease in mobility. With 500 -2000 walls, 
individually adjuslect for each speaker, our 
Mirima One power amplifier gives you 
plenty of [wiwer for even Ihe largest of gigs, 



GoPaperlessDJ.com 




Intelligence^ 

"SmmrtMi Ybur ¥MnU9" 

S 2gg ve«ly or $29.95 monthly includes; , • 

E^Friwily Advertising - Web Site Hosting with ProDJ.Gom [new clients only] 

Ectf FriSfTdly^ Bysine sspperationsr DJ Webmin Lite Event Management 
E^Frienci ly.EveWplanning jlPJ Intetligence.Online Website Toolip 
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Heaven Scent 

SnowMasters, a long-standing leader in special 
effects, now offers Eco-Scent a new division of 
scent-delivery products. Fragrance has become 
the leading edge in branding integrity and defini¬ 
tion, ranging from hotels and hospitality to cruise 
lines to special events. With several machines, 
ranging from pin-point scent delivery to large 
units for wide area disbursement, a provocative 
scent will greatly enhance your event and create 
a much more memorable experience. From exotic 
floral fragrances for weddings, to hip, scented fog 
for your nightlife events, to divine subtleties for 
your next catering event, or even a specialty dark 
chocolate for your next business seminar break¬ 
out, Eco-Scent has over 500 in-house fragrances 
to suit your unique occasion, and the ability to 
create whatever signature fragrance your client 
may desire. The machines are available for sale 
or lease, with cartridges shipped directly to your 
event. Call 256-320-8047 or navigate to 
www*eco<scent.com for more information. 



Portable, Powered and Mic-Friendly 


Klein + Hummel, a proud member of the 
Sennheiser family of high-end professional audio 
products, announces the laur^ch of its PAS 100 
portable, self-powered indoor/outdoor speaker 
that offers integration with Sennheiser's industry¬ 
leading wireless microphone technology. The 
PAS 100 is specifically designed for large room 
applications, and features two option slots for 
Sennheiser evolution wireless G2 series receivers 
or a built-in CD/MP3 player in addition to external 
inputs for a microphone and music playback. 
Quick and easy to set up and operate, the speaker 
system's electronics are factory tuned to provide 
clear and natural sound. The bi-amplified unit 
offers a 50-watt woofer plus a 20-watt tweeter 
mounted on an advanced professional horn de¬ 
sign and generates an SPL of 11 SdB, with a fre¬ 
quency range of 75Hz - 18kHz and directivity of 
90"x40‘’ (HxV).The PAS provides four inputs, each 
with level control, including two universal option 
slots that may be outfitted with two Sennheiser 
G2 wireless diversity microphone receivers or a 
built-in, anti-shock CD/MP3 player, plus connec¬ 
tors for a wired, dynamic mic and an auxiliary line 
level input for an external playback source. A pair 
of RCA recording outputs are also included. High, 
mid and low tone controls are included together 
with an output level control. The PAS 100 may be 
powered by AC or built-in rechargeable batteries, 
which offer up to eight hours of use. 
www.kletn-hummel.com / www.sennheiserusa.com 



Standing Smartly 

A revolutionary solution for today's digital en¬ 
tertainer, Road Ready Smart Stands feature 
a tilting, pivoting base that can be adjusted 
from 1 l"to 18" high, and special vented 
trays designed to protect equipment from 
overheating.There are several configurations 
available that feature different tray and acces¬ 
sory options to fit a variety of gear, including 
laptops, turntables, and CD players, lighting 
controllers and more.The RRBS & RRBL fea¬ 
ture a sliding mounting bracket that gives you 
the flexibility of attaching your stand to either 
a table edge or a case, while the RRFSS and 
RRFSL models feature a free standing base 
that can be set on a table or other flat surface. 
A separate accessory, the RRSERATO is also 
available to mount the Rane Serato or any 
other interface. Road Ready's Limited Lifetime 
Warranty rounds out the deal, 
www.roadreadycasesxom 
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DISCO FEVER BURNS WITH ACCLAIM 
X-PANELS 

When the Disco FeverTour, headlined by KC & 
the Sunshine Band made a recent stop at LA's 
Greek Theater, thousands of disco fans of all ages 
turned out to "shake their booties"6ut although 
the music may have been classic 70s dance tunes, 
the lighting effects were 21 st century, thanks to 
Acclaim Lighting's X-Panel low*res LED screen 
system, which put on a display of colorful graph¬ 
ics on the wall behind the stage. 

Lighting design/production company 
Stage-Tech (www.stagetech.com) used 36 X- 
Panel Frame Systems linked together to create 
the eye-popping video display,The X-Panel is a 
lightweight 8J"square panel with 25 high-in¬ 
tensity RGB LEDs that can be used in multiples to 
produce video, graphics, text, animated cartoons, 
or any combination thereof. Each X-Panel Frame 
System consists of a 3'x 4'flying frame with 12 
X-Panels and an Acclaim X-PD-150 power supply 
pre-mounted to it- 

According to Stage-Tech's Joe Golden, the 
X-Panel system was "a big visual element" at the 
Disco Fever show, which was sponsored by lo¬ 
cal radio station 1043 myFM, "With the X-Panel, 
we were able to put up something very quickly 
that was very customized," said Golden- "The 
radio station gave us the artwork they wanted 
to see on the screen, and we simply converted it 
to the right format."The X-Panel is controlled via 


Acclaim's X-Soft software, and is compatible with 
more than ten major software formats, including 
JPEG, FLASH, MPEG, BMP and MOV. 

In addition to graphics, the X-Panel screen 
was used to flash 104.3 myFM's logo and other 
text messages to the 
audience. "{The X-Panel) 
allowed the radio station 
to do their own branding 
for the concert, easily 
and very cost-effectively. 

(t didn't require sending 
the logo out to an out¬ 
side firm to have custom 
gobos made or anything 
like that, as you'd have 
to do with conventional 
lighting fixtures. 

"The X-Panel also 
gives you the ability to 
create text messages on 
the fly,"Golden added. 

"It's a very versatile 
system," 

The X-Panel is also 
eco-friendly- Each S3" 
panel draws just 0,5 A at 
24V {12W)- The entire sys¬ 
tem of 36 X-Panel Frames 
used at the Disco Fever 
show was powered off 
of 2 X 20A 120V circuits. 


"LED lighting is really the wave of the future," said 
Golden. 

For more information, check out Acclaim 
Lighting at www.acclaimlightmg.com. 



FEED YOUR NEED FOR A FEED 

Venue DJ from PCDJ (Digital 1 Audio, Inc.), is new 
source for legal, downloadable video content for 
your visual performance needs. Videos, loops, 
ambient and graphic visualizations, plus stock 
footage are all offered at this site. Selections are 
available as needed or by subscription, 
www.venuedi.com / www.pcdj.com 



THE CASE OF THE TRAVELING 
SCREEN 

For smaller video affairs or if you 
need extra screens to cover a large 
event, Colorado Sound NMight 
provides the LCD Roadcase, a solu¬ 
tion for DJs who are dreading com¬ 
ing up with a good way to transport 
their LCD units without worrying 
about damage,The LCD Roadcase 
includes a HDTV 32" LCD and mounts 
to any speaker tripod stand. Two 
rear-access panels are provided for 
cable connections. A wheel kit is also 
included. The system's total weight 
it only 60 pounds; CSL boasts a 15- 
second set-up time for this system, 
www.csnLcom 
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the value of website stats 

By Jim Weisz 


T here is a ton of data you 
can get from visitors to 
your website that can help 
you make your site even better. 

If you're like me, you probably 
haven't analyzed your website 
stats in quite a while...and I'm 
betting some of you don't even 
know if you get statistics with your 
hosting. If you're not sure, now is 
a good time to look into it and if 
you don't get statistics either find 
a new host or find a third-party 
company that will compile stats 
for you. 


If youVe never looked at your website sta¬ 
tistics or don't know what type of data is there, 
then you don't know what you're missing. Even 
the most basic website statistic reports usually 
include such information as unique visitors, time 
spent on your website, time spent on each page 
and how visitors found your website. That's just a 
small portion of the statistics you should be get¬ 
ting and looking at on a regular basis. 

MINING FOR GOLD 

So what can you learn from your website statis¬ 
tics? Well, if it says the average time someone 
spends on each page is 20 seconds and you have 
paragraphs of text, do you think they're actually 
reading it? They may be skimming or they may 
not even read any of it. Another example is what 
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November 2007 


1.495 


154 


December 2007 
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March 2008 


8.382 
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June 2008 


4.100 
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Most active month December 2007: 2.089 pages sent. 13..^97 requests handled 
Monthly average; l.l 11 pages sent. 7.722 requests handled 
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SUN 

MON 

TUhS 

WED 

THU 

FRl 

SAT 

1 

No Checks 

2 

No Checks 

3 

No Checks 

4 

No Checks 

5 

No Checks 

6 

6 Check.s 

7 

34 Checks 

8 

1 Check 

9 

No Checks 

10 

No Checks 

11 

No Checks 

12 

No Checks 

1.3 

1 Check 

14 

6 Checks 

15 

1 Checks 

16 

No Checks 

17 

No Checks 

18 

No Checks 

19 

1 Check 

20 

4 Checks 

21 

12 Check.s 

22 

12 Checks 

23 

1 Check 

24 

No Checks 

25 

No Checks 

26 

1 Check 

27 

4 Checks 

28 

16 Checks 

29 

No Checks 

30 

No Checks 



Top 10m Most Checked Dates: Top1QmMostCheckedDates2009: 


Saturday, 
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7. 

2008 

Saturday, 

October 

31. 

2009 

Saturday, 

October 

31. 

2009 

Thursday, 

June 

18, 

2009 

Saturday, 

September 

27. 

2008 

Tuesday, 

May 

5. 

2009 

Saturday, 

May 

31. 

2008 

Saturday, 

May 

9, 

2009 

Saturday, 

October 

20. 

2007 

Saturday, 

March 

14, 

2009 

Saturday, 

October 

4. 

2008 

Saturday, 

September 

5. 

2009 

Saturday, 

February 

9. 

2008 

Saturday, 

February 

21, 

2009 

Saturday, 

August 

2, 

2008 

Thursday, 

February 

26. 

2009 

Saturday, 

August 

18. 

2007 

Saturday, 

June 

20. 

2009 

Saturday, 

May 

17, 

2008 

Saturday, 

October 

10. 

2009 
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IS the top exit page-meaning, what page are 
people on when they leave your website. If one 
page is significantly higher as an exit page, you 
should really take a look at that page to see if you 
can figure out what is making people ieave after 
iooking at that page. 

There is a ton more information you can 
access, such as error messages peopie are get¬ 
ting.That can be heipfui to let you know if there's 
a broken iink and people are getting a 404 (page 
cannot be displayed} error. You can also see a list 
of referring websites, which can be heipfui for 
seeing if people are finding your website through 
the various websites you pay to have a listing 
on. In addition, you can also see the busiest day, 
week, month or even hour for your website. 

How can that information be heipfui? Well, if you 
checkout the chart included here (Fig, 1), you 
can see that December was the month in which 
my website received the most hits. So, if I wanted 
to offer some kind of web promotion, December 
might be a good month to do that, since I have a 
lot of people visiting. Conversely, I may prefer to 
do a promotion in one of my slower months. 

DIGGING DEEPER 

In addition to data coming from my website 
host, I also look at data 1 get from DJ Intelligence 
and DJ Webmin. One thing Til look at with DJ 
Intelligence is which dates are the most popular 
for people to be checking my availability (Fig. 2). 

If you charge the same price no matter what, then 
that information may not mean anything to you. 
However, I know of many single-ops who raise 
their rate for peak dates since they can only work 
at one event per date. 

In looking at my stats from 2008, my most 
checked date was June 7, with 34 inquiries. I 
can also see that my most popular 2009 date is 
October 31, with 29 checks and weVe still over 12 
months away from that date. 

Since I have my DJ Intelligence account 
set up to pass information to my DJ Webmin ac¬ 
count, I can also pull a lot of information about 
the leads I receive over the course of the year, I 
just pulled a report for all the leads I received in 
2007.1 received a total of 341 leads through my 
website and if I had booked all of them at the 
rate my quote generator gave, I would've booked 
$312,321.90 in business. 

I can also pull a report based on the various 
places I advertise to see where I'm getting the 
most bookings or the total number of each event 
type I have booked. At the end of the year Tm 
also able to create a year-end financial report that 
helps me quickly determine my gross business for 
the calendar year. 

As you can see, the statistics your website 
generates can tell you a lot about your web-based 
business activity. Access them, utilize them, and 
watch your business grow, by the numbers. 

Jim Weiiz has been a DJ since 1999, primariiy serving the 
wedding and schooi dance markers. Born and raised in 
Chicago, Jim relocared to Daiias in 2003 to take a position with 
JonesTM (formerly TM Century). Jim has spoken atseverai DJ 
conventions about websites and has also written numerous 
articles for Mobile Beat about websites, software and a variety 
of other topics. Jim can be reached arjim@discoveryd]sxom. 


WEBSITE REVIEW _ 

www.jemstarentertainment.com 

You mentioned you designed this site yourself using Frontpage and I do have to say it 
does look pretty good compared to many Frontpage designed sites I've seen, however 
it does need some work. The big picture you have on your home page plus the text at 
the bottom looks good. Finally, someone who has a play button for sound! The welcome 
message is a nice touch and I’m glad you have a play button vs. the message just start¬ 
ing automatically. A good bio that is interesting to read. 

SUGGESTIONS 

Take about 2-3 minutes and go through your homepage and count up all the things that 
are there that don’t need to be there. Those are distractions; they clutter up your site, 
can take people to another site where they forget about you, and most importantly, they 
detract from the look of your site. 

I counted about 10 images or items on your homepage you could cut our right 
away, including the GoDaddy logo, the note stating you created the site 
using Frontpage, the FreeDJ America logo and 
the Beaches logo, 
among others. 

On your music 
page, I personally 
would cut everything 
after your total 
number of songs all 
the way until your 
DJ Intelligence Song 
Search. Your goal is 
to get them to start 
searching your data¬ 
base and get engaged, 
rather than clicking on 
a link for candle light¬ 
ing suggestions. 

Drop the links 

Made Simple and Life on Record in your navigation. Your goal is to get 

them to hire you as DJ, right? Make that your main focus. Feel free to bring that other 
stuff up to them later or maybe send them an e-mail later, after booking them, with 
links to those things. 

By the way, I noticed that after you click on a link, you lose the navigation on the 
left. You should keep those buttons there on every page. 

Your blog hasn't been updated in over 8 months as of the time of this writing. 

Unless you're definitely going to update it regularly, get rid of it. (Honestly, my opinion 
is that blogs have no business being on DJ websites). 

Drop the link for the post event survey-send them an e-mail after the event with a 
link to the survey. Also, drop the huge congratulations on the top of the weddings page. 

Picture at the top of the bio page looks very old and is out of focus. I'd recommend 
putting up a nice, newer, clear photo. 

As mentioned, you've included a good bio but there are several things you can cut, 
like your high school diploma, pictures of Van Halen, link to Cigar Dave and some of the 
other images that are there. 

Overall, you have way too many pages on your site. 1 got lost several times and it 
was very confusing. Going along with the topic of my column, I'd recommend checking 
your website stats to see which pages are never visited and just cut them from your site. 
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The Last Email 

I already closed my PayPal account out. 
And the money has long been removed 
thanks to my long list of friends that 
use PayPal. And, considering you left 
me positive feedback on eBay, and that 
my account is registered under a fake 
name and bank account that is now closed 
out, good luck getting your money back. 
Thanks for the month worth of salary. 

Good Day, Mike (LOL) from Nigeria (Imao) 

T hat was the last email I got 
from a supposed seller of 
a piece of video hardware I 
was buying for my local DJA/ideo 
company, I proceeded to call eBay/ 
PayPal immediately but it didn't 
get me anywhere. Things were 
as he said; I helped "Mike from 
Nigeria"to make his month's salary. 

BETRAYAL OF TRUST 

OK, let's rewind to the beginning, In need of 
a Sony VX2000 camera that isn't made or sold 
anymore through retail, I went to eBay, as I have 
done many times before, for similar hardware. 

I entered a bid on an item, paid for the item 
through the PayPal system, and because I left 
feedback about the seller's promptness, PayPal 
released the funds. Over a period of three days, I 
received updates from the seller showing that the 
item has shipped. 

However, with 20/20 hindsight, I've noticed 
the inconsistency of the seller's information. He 
was a new seller to eBay and PayPal, with no past 
sales and no feedback given on any transactions. 
To help both buyers and sellers, eBay provides a 
comment/review system. But, of course, I didn't 
even look at this information. Relying on the 
seller answering my questions well, I trusted that 
it would go fine, just like the other hundred or 
so other transactions I have done on eBay. As it 
ended up, I lost more than $1,200. 

A TANGLED NET 

The Internet is a great thing. It's become hard to 
imagine being without the news, information 
sources, networking, entertainment, and so much 
more that it provides, often in just a few seconds. 
But just like everything else, it needs to be used 
responsibly. I have found myself in the last month 
or so installing filters on our computers at home 
and watching what my kids are surfing by check- 
ing the history records on their web browsers. 

"Malware" is a generic term that covers ev¬ 
erything from ads that pop up all over your com¬ 
puter screen, to viruses, key capturing software 
that sends info back to thieves, and other an¬ 
noying or nefarious technologies. Most malware 
problems can be prevented simply by being cau¬ 
tious. But no protection software installed on a 
computer can protect you from yourself.Trusting 
the human on the other end of the electronic 
connection is how I got scammed 


BOGUS BARRAGE 

On the various DJ chat boards letters have been 
posted over the last couple years, which were the 
introductions to various scams. Let's pick at each 
one apart to see what to look out for. 

Dear Sir/Ma^ With humble regards to 
yoUf Let me briefly introduce myself, 
I am Joane Chingr I,m working as a 
Manager for Social and logistic with 
Global Telecommunication world servic¬ 
es^ which require me to travel far and 
wide. We will be arranging a SURPRISE 
Send-off or Retirement party for our 
Director by March^ Friday 28th 2008 in 
his hometown, MN,. United States. We 
just had one 27th of Jan, and Three di¬ 
rectors are still left, I went through 
your profile and it fit our situation* 
I will need your services on this day 
from 4pin to 10pm as a Dj or Disc jockey 
which ever you choose* As it's meant to 
be a surprise party, the venue will be 
disclose in process of this contract 
agreement* All agreement and contract 
paper will be signed on my arrival be¬ 
fore the date* You are require to play 
these types of music: Rock, Urban R&B, 
Country, Techno, Oldies, Jazz 

I will need to know if you are avail¬ 
able and your charges for this Event??? 
Note; Reply with your Full Name Phone 
number Mailing address Email address 
Telephone number 

I need to have these details before my 
arrival in US by November ending as i 
will be busy making arrangement with 
the Caterer and venue Decorator and my 
Company wants every thing in place be¬ 
fore the date. Please get back to me 
through my email address or telephone 
number for more details as i have 

Regards, Joane Ching* 

First of all note the broken English and bad 
typing on It, While not an absolute sign of a scam. 
It's often a clue. Another bad sign is that she will 
need your services in "his hometown, MN"—an 
unspecified location. Not knowing the venue, but 
already hiring the DJ—not likely. As forum mem¬ 
bers noted in the thread around this, it's great 
that she gave you a choice of being either "a Dj 
ora Disc Jockey." (I wonder: If you said you were a 
Disk Jockey, with a "k"—would she still hire you?) 

Good Day, How is Business, 

My name is Mr Cole Whale. I am Presently 
here in the United Kingdom here I come 
to manage an estate for some period of 
time. 

The reason why i am contacting you 
is that my daughter Shanon will be 
Celibrating her 20th Birthday Party 
soon, precisely on the 13th of October 
2007,please check your availability for 
this date becouse I will want your DJ 
service* I came across your profile on 


the Band mix website and am impressed 
with your area of preference expertice 
is okay by me. 

The venue address of the event is: lOxxx 
BRISTOL BAY DR BRADENTON, FL 34209. We 
are expecting about 30 guest at this 
party & its going to be an outdoor par¬ 
ty which i had already made arrange¬ 
ment for tent for you and Guests* The 
party starts 12pm-4pm according to our 
program of the event. You are to start 
performing when it is 12pm till 4pm. 
All expenses would be taken care of 
by me? Please I want the best service 
from you. 

Pis Let me have your CHARGES to work 
for 4 Hours on that day,12pm-4pm when 
the event will be ending, moreso let 
me know how you plan to move down here 
with your electronics / Equipments, let 
me know the number of breaks your band 
will like to have. I will want to put 
it to your notice that i will take care 
of your hotel only if requested by you, 
please let me know how many of you will 
be comming for this event and also to 
know the numbers of poeple i am making 
food and drinks arrangement for? 

OK this one knows where the event is at, 
which is an improvement, but someone manag¬ 
ing an estate and having some money is emailing 
from a yahoo address. Yes I use Gmail, but that's 
still a red flag.This estate-managing UK resident 
doesn't even know how to speak the Queen's 
English clearly. Watch out. 

As you can see, these are only two examples 
of suspected scam emails but fortunately the 
DJs who posted these on the boards didn't fall 
for them. It's can be humorous when DJs online 
discover that many of them received the same 
message. 

CHECK'S IN THE MAIL.*.YEAH, RIGHT 

Another common scam that has been executed 
successfully on some DJs involves the criminal 
saying they'll send you your full payment via a 
check, so you should go ahead and send you 
payments for several other “vendors" related to 
the wedding. By the time the other “vendors^get 
their cut and cash your checks, your bank finds 
out that the original check was a fake and you're 
caught in the middle, thus being out a couple 
thousand dollars on an event that Is totally 
fictitious. 

The Internet has become the most powerful 
medium in the world for communications, e-com- 
merce, business—almost everything. But with it 
also come the technically inclined thieves whose 
previous generations just held up people in back 
alleys or scammed them in the market with dis¬ 
honest scales, or siphoned off government funds 
through corruption. These thieves are profession¬ 
als, and like "Mike from Nigeria,"they only need 
to hit one unsuspecting victim a month to make 
their money. 

On the web it is essential to always remem¬ 
ber that old, old, wise saying: “Buyer beware! 
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Send 

in the 

Clowns 

From the funniest performers, 
a serious lesson in image- 
making 

By Larry Williams 

F aced with persistent 

negative impressions of our 
industry, one way toward 
improvement is to compare the 
DJ's situation with that of other 
entertainers. Let's take a look at 
another type of performer that has 
been around for a lot longer than 
DJs have: the circus clown. 

CLOWNING AROUND? 

The very nature of this profession Is less than 
""serious" and has certainly generated plenty of sa¬ 
tirical representations. In fact the term "clowning 
around" and other clown-based references to not 
being taken seriously are so pervasive that they 
have become a part of everyday speech. 

But if you were to walk into a grocery store 
and engage someone in conversation, telling 
them you're a professional circus clown, what do 
you suppose would be their reaction? More than 
likely, you would be met with a big smile, some 
wide eyes and a positive perception of your voca¬ 
tion. After all, most people have a favorable opin¬ 
ion of clowns and would likely be excited to learn 
more about such an interesting line of work. 

If this scenario seems plausible, then it cer¬ 
tainly begs the question:"How is It that clowns 
are perceived so favorably and DJs are not?"The 
answer lies deep within the make-up of their 
profession (pun intended). 

A SERIOUS INDUSTRY STANDARD 

There has been an unwritten code of conduct 
within the ciown profession for years that has set 
an industry standard. It has aiso been adopted 
by others within the entertainment industry, 
such as amusement park characters and street 
performers. Here you have groups of performers 
who all take their craft seriousiy, and all partake 
in a ritual of preparation that involves "putting 
on" their character. But besides the make-up and 
costumes, there is something else that sets them 
apart. All of these performers have a focused 



How is it that 
clowns are 
perceived so 
favorably and 
DJs are not? 


mindset that helps to maintain the integrity of 
their character. 

You will never see one of these performers: 
use a public restroom; get dressed or undressed 
into their character; smoke a cigarette; drink any¬ 
thing; use obscene gestures; chew gum; eat food; 
blow their nose; or talk on a cell phone. Touching 
guests is normally limited to only a handshake or 
a hand on a shoulder for a photograph. 

THE BENEFITS OF CREATING AN IMAGE 

The idea behind code of conduct is to develop 
the character of the performer in a manner that is 
seen as completely authentic, with the performer 
undergoing an almost magical transformation. In 
essence, this can be considered "image" aware¬ 
ness. To see a clown putting on her makeup 
would completely take away from the vision 
she wants you to remember as you enjoy her 
character. Nobody wants to remember seeing 
Santa Claus coming out of a bathroom stall or an 
amusement park character chugging a beer or 
smoking a cigarette behind a roller-coaster ride. 

These incredibly accomplished and dedi¬ 
cated performers have an image to maintain and 
sustain for generations to come. Everyone who 
enters their profession understands the commit¬ 
ment, dedication and persona that must accom¬ 
pany their character.To them this is as natural as 
plugging in our equipment is to us.They simply 
have disciplined themselves for years within their 
respective areas to approach the integrity of their 
characters in a fashion that leaves no room for error. 


DEVELOPING DJ CHARACTER 


The time has come within our industry to raise 
the bar of professionalism and set standards for 
ourselves that define what is appropriate for 
our customers to see, hear and even smell as it 
pertains to the character or image we wish to 
portray. If we wish to be taken as seriously as a 
stage performer or respected as much as a clown, 
it's high time we begin to establish and develop 
our character and image in the same manner that 
has held other performers in such high esteem 
for so many years. 


We have the talent, the educational stan¬ 
dards and professionalism to make this happen. 
We simply need to develop the discipline. We 
need to establish our character and refine our 
image to reflect that of a consummate profes¬ 
sional that is at all times cognizant of his or her 
surroundings.Then we must remain "in character" 
until the stage lights (ie, the eyes of the public) 
are no longer observing us. 

When we can develop our character and 
define our image with this sort of clarity, we will 
establish our own unwritten code of conduct that 
will encourage observers to hold our profession 
in the highest regard. [23 


Larry Wifliam^is the author of M\r\d Your Own Business 
(ProDJ Pubfiihingh now in its second edition. He is also a na¬ 
tionally recognized seminar speaker and serves as an officer 
for the American Disc Jockey Association. In 2006 he 
awarded the ADJAs Michael Butter Humanitarian Award. For 
more information, please visit www.djtarrywilliams.com. 
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Grow Your Business, 
Even in a Bod 
Economy 

Small business expert says the key is the right staff 

By Rachel Friedman, www.newsandexperts.com 

he National Federation of Independent Businesses' May 
2008 survey paints a picture of some very stressed out 
small business owners. Small business'earnings are at their 
lowest point since 1992 and 9 in 10 owners surveyed expect the 
economy to continue to decline over the next six months. 

Laura Harris, a nationally renowned speaker and author of the new small 
business owner self-help book"Surrender to Win'' (October 2008 release) 
{Greenleaf Publishing}, says, "The answer for small business owners in hard 
economic times is to hire and retain the right staff" 

Here are Harris'five hiring tips: 

1) Take enough time to get to know your prospective team member 
rather than hiring on a gut reaction. Part of the interview process 
should include introducing the potential employee to key staff so 
you know how the team members will interact. This process can be 
invaluable. 

2) Don't hire a prospective employee with an unprofessional phone 
voice or sloppy appearance. The first impression you have of a per¬ 
spective employee is the same first impression a client will have of 
your company. 

3) Hire an inexperienced person you can train to mesh with your 
style of leadership. Personnel with experience often come with old 
habits and pre-conceived notions. Training someone from scratch 
means you can mold them to perform the way you prefer. 

4) 'Steargood employees from other industries. Someone who goes 
above and beyond for their current company has a good enough 
work ethic to work hard for yours, 

5) Hire someone with different strengths and weaknesses than your 
existing team rather than hiring someone just based on how much 
you like them. Adding staff should expand what your business has 
to offer. 


5) Be loyal to your staff and they will be loyal to you. Spend time 
investing in the right person so they stay with you, A resignation or 
firing is disruptive to the flow of business and bad for the morale of 
everyone remaining on the team. 

And Harris says sometimes it's not the employee you need to fire - it's 
the client."Know what type of client gives you the highest return and is the 
most hassle free. Gear your advertising and public relations toward taking 
on new clients like those" 

Owning a small business can be less stressful and more successful with 
the right team members and clients. 

Laura Harris (www.lauraharris.com} is a nationally renowned speaker 
who has helped hundreds of small business owners throughout the United 
States improve individual and business performance while inspiring them to 
simplify their lives and renew a passion for developing a business that out¬ 
lives them. Harris has been in the insurance industry since 1979 and opened 
her own insurance agency in 1994, Laura has acquired the prestigious in¬ 
surance designations of CLU, CIC and ChFC. Laura is a fourth-degree black 
belt and USTU Certified Master Instructor in Taekwondo, She lives in Corpus 
Christi,Texas with her children and grandchildren."Surrender to Win"is her 
first book geared toward helping small business owners build their compa¬ 
nies and their staff, ^T/Yi 
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Across 


And Harris'five tips to retain and grow employees who think like owners: 


1) Every company needs a foundation of uniformly enforced rules 
and guidelines on which to agree. Create a detailed employee 
handbook and stick to the guidelines so everyone (including you) 
knows the company policy. Having rules in writing helps the em¬ 
ployees understand what is expected of them so they can succeed 
as a group member, 

2) Invest in your employee's education by paying for courses and of¬ 
fering time off to take classes. Rather than worry your team member 
will get so smart they'll leave or want a raise - worry your business 
will remain stagnant if you don't invest in employee education and 
they don't grow their current level of expertise. 

3) Help your employees put their families first. Allow time off for 
children and parents when it's needed. Putting family first doesn't 
detract from the job - it creates a well balanced work environment 
for the boss and the employees. 

4) Hire responsible people, take the time to train them well and 
give them room to work. Micromanaging stifles creativity, creates 
second guessing and leads to stress for both the owner and the 
employee. 


Down 


2. DJINTELLIGENCE — Industry Leader in web 
based front end tools for your website. 

3. DJIDEASHARING — This FREE Public Service 
“Promoting Cooperation, Communication, and 
Comaraderie“ 

6. ADJA — Who helps DJ's build and grow their 
business? 


RANDYBARTLETT — Who is the author of best 
selling DVD Series “The 1% Solution^? 


JONESTM — Was “TM Century", is now... 


OUTSIDETHEBOX — Some of the best event 
enhancements (HINT: Think .biz) 


CHAUVET — This companies standards are 
"Value - Innovation - Performance" 


DtSCJOCKEYS COM — What website is The 
World's Official Directory of Entertainment 
Services Online" 


MOBILEBEAT — This company is the publisher of 
The Mobile Entertainers Magazine 


SELECTMIX — True to it's claim,.. "Remixes Done 
Right" 


SUREGLOW — Who sells glow products at Ihe 
lowest prices - guaranteed!? 


80 


mobile: beat 


2008 




























































































































ADVERT 



CONTACT ANDY POWELL AT 515- 



-3300 x304 FOR ADVERTISING INFORMATION 


American Audio.americanaudio.us.800-322-6337.3,23 


American Disc Jockey Assoc (ADJA) .adja.org.888-723-5776. 


43 


American DJ.americandj.com.800-322-6337.....84 


B-52 (ETI).b-52pro.com 


,800-344-4384. 


Bag End Loudspeakers USA.bagend.com.888-459-3030.71 

Breakthrough Marketing.breakthroughbrochures.com.800-810-4152.55 

Catz Entertainment.catzentertainment.com.516-593-5045.57 

CHAUVET.chauvetlighting.com.800-762-1084.5 

DigiGames.triviaproducer.com.888-874-8427. 53 

Divine Lighting.divinelighting.com.877-406-4557.65 

DJ Intelligence.djintelligence.com.51,71 


DJ Power International, LLC.djpower.com 


,650-964-5339.17 


DJsLastMinute.com.djslastminute.com.57 

DJWebmin.com.djwebmin.com.65,71 

Futuresource Consulting LTD.futuresource-consulting.com/DJ2008.51 

Frankenstand.frankenstand.com.619-223-7587.39 

Gator Cases.gatorcases.com.813-221-4191.55 


Houston Mobile DJ Symposium (GHAMMA).. ghamma.com. 
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IDJNOW 




.com 


631-321-1700.31 


JonesTM.jonestm.com.972-406-6800. 37 


M8LV09.mobilebeat.com 


31 


MegaSeg (Fidelity Media).megaseg.com/mb.19 


National Mobile DJ Survey.nationalmobiledjsurvey.com. 




NLFX Professional.nlfxpro.com.... 

Numark.numark.com... 


.888-660-6696.....33 


13 


Pioneer...pioneerdj.com.2 

Planet DJ (Shure).planetdj.com.866-539-1724.35 

Play Something We Can Dance To (Book).mobilebeat.com (click "Bookstore").55 

Pro Audio & Video.cheapdjgear.us.888-694-5888..39 

Pro DJ Publishing.prodjpublishing.com.800-257-7635x0.31 


ProDJpc 


prodjpc.com.888-521 -9806..21 


Promo Only.promoonly.com.407-331-3600..83 


QSC.qscaudio.com... 




Spyn Audio.spynaudio.com.800-649-6093...33 

VocoPro.vocopro.com.800-678-5348.29 

Wedding DJ's Toolbox DVD.. mobilebeat.com (click"Bookstore") ...41 
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DO YOU HAVE A BURNING 
NEED TO SHARE YOUR 
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THINK 
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XECUTION 
S EVERYTHING! 





HEY ENTERTAINERS... 

DO YOU THINK 
YOU’RE HOT?! 
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Contact Jimmy Johnson 
at 1-800-590-6344 or 

Jim@crystalentertainmentservices.com 


TELL IT TO MR. LUCKY! 


Yamaha.yamaha.com/proaudio.714-522-9000.....9 
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A Club 

on the 

Head 

and 

Other 
Fun on 

the 4th 

Patriotic DJ takes on the 
hazards of a holiday fill-in gig 

By Mike "Dr. Frankenstand" Ryan 

O n the third of July, the 

day before our nation's 
birthday, I received 
an offer for a 4th of July gig. This 
offer went out to all our local OJ 
association members. Not being 
booked that day, I immediately 
called. A nice lady thanked me but 
told me it had been filled. It seems 
like that always happens to me, or 
worse, I get a call that the DJ didn't 
show up and would I please rescue 
the party only to find that after I'm 
loaded, dressed and just about to 
leave that he finally shows up. 

Anyway, a couple hours later, to my sur¬ 
prise and delight, the lady, a volunteer on the 
entertainment committee, called me back to tell 
me that she had made a mistake and that if I still 
wanted the gig it was mine. "Yes!" I enthusiasti¬ 
cally responded, and asked her when and where. 
The event was from noon to six in the evening 



and was to be held poolside at a brand new, up¬ 
scale, downtown gym. I asked about music. She 
said no rap (doesn't anyone like rap anymore?) or 
club music. I asked her how I should dress, and 
she answered, "Maybe something patriotic" 

Tan do!" 1 said, got the directions, and was 
good to go. 

Well, of course things didn't work out exact¬ 
ly as I expected. After arriving and setting up, the 
sales manager informed me that he wanted noth¬ 
ing but club music. In hindsight, I should have 
realized that, since it was a fitness club, this was 
probably the only music they listened to. Duhl 
I explained to him that the lady who hired 
me told me she didn't want club music so I didn't 
bring a good selection. His response was, "No 
problem,"and he started bringing me CDs with 
club music^—six straight hours of club music! 

Now I don't mind some club music but six hours 
worth is far more than I can handle. 

After I started playing music, I noticed all 
of the beautiful, slender young ladies in bikinis 
and buff guys with ripped abs all lying around 
the pool...and there I was with my patriotic blue 
shirt, red pants and white tennis shoes. I thought 
I would look cool, but when I saw at my reflection 
in a window I realize I looked like a Dominoes Pizza 
delivery guy! Every time I caught a glimpse of my 
reflection I couldn't help but laugh at myself. 

After a few hours into this gig, my wife 


Cindy showed up to join me fora while. She 
noted that with all of the "beautiful people" there, 
we must have looked like Ma and Pa Kettle, Then 
she suggested that I ask for a moment of silence 
for the passing of Bozo the Clown, since he had 
died the day before, i told her most of these 
people have probably never heard of him, and 
besides, Bozo didn't die, look at me, the way I'm 
dressed—I'm him! 

Finally, the long day of constant bump- 
bump-bump ended. I got paid, loaded up my 
equipment and headed home for an evening of 
fireworks and celebration. Cindy made us a nice 
picnic and we headed down to our focal park for 
a peaceful meal before the fireworks. All was well, 
except I was having an attack of "multiple-melody 
anxiety disorder"or M-MAD, the main symptom 
of which IS having the last song or songs that 
I've played at an event repeat over and over and 
over in my mind's ear. Needless to say, I was go¬ 
ing crazy with club music stuck on repeat in my 
head. I told my wife this and she suggested I 
needed another song to replace it. I agreed.Then 
she stared singing/lt's a small world after all, 
it's a small world after all..."That displaced the 
club beats, but I was starting to wonder which 
was worse, when, thank goodness, the fireworks 
finally started. 

Just some of those occupational hazards we 
all face as professional DJs. 
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Do more DJs choose us because we’re ^he bes^? 
Or are we he best because more DJs choose us? 


The industry's complete source for music and music video 

Serving the DJ community since I 992 


18 Farmals on CD 
► B Formats on DVD 
► Personal Music Consultants 


Clean Edits 
► Exclusive Remixes 
► Hard-to-find 12" Dance Mixes 


Top ^Q. Hip-Hop, Countryt Rock, House. Latin, Christian. Dance, Imports, and morel 

Turnkey Music & Music Video Libraries Available 

Monthly & Weekly Delivery 


www.prDmoDnly.com 
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